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IN 
PARENTS’ 
MAGAZINE 
and IN FARM MAGAZINES... 


the mothers and teachers of more than 6,000,000 school and 
kindergarten children, will see this attention getting, sales making 
phrase. Sell TINGLEY RUBBERS and BOOTS with school shoes, 


before the Fall rains set in. 


TINGLEY 


RUBBER CORPORATION 


903 ROSS STREET e RAHWAY, NEW JERSEY 
Established 1896 


RUBBER FOOTWEAR FOR CHILDREN e@ ADULTS 
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AND REMEMBER! 


You make more money with 
Tingleys because . . . Only 16 
sizes of Tingley Children’s Rub- 
bers and Boots give a better fit 
than 46 sizes in lined rubber 


footwear. 


e MECHANICS e FARMERS 





Come next Winter, more women than ever will brave the elements in 
style . . . on waterproof, lightweight, colorful TREDAIR 
Soles. More and more leading makers of high-fashion snow boots are 
specifying Cat’s Paw TREDAIR. Why not you? Write for samples! 


Cat’s Paw Rubber Co., Inc., Baltimore 30, Md. 
In Canada: Cat’s Paw-Holtite Rubber Co., Ltd., Drummondville, Que. 


Stunningly styled with TREDAIR SOLES 











A thought for the man on the fitting stool: 








LE CALFSKIN 


for just 4 pair of shoes 
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When you sell a pair of shoes, tell 
your customer she has just bought 
America’s biggest dollar’s worth today. 
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BROWN 


SHOE COMPANY 








Brown Shoe Company 





St. Louis . . . Makers of: Air Step * Buster Brown * Official Boy Scout Shoes ¢ Official 
" Girl Scout Shoes ¢ Life Stride * Westports by Life Stride * Naturalizer * Pedwi 
Qhuatity al your feet ‘ * Propr-Bilt « Regus ° Robin Hood Robles ye ey 
August |, 1957 I 
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mn Come next Winter, more women than ever will brave the elements in 


\ style . . . on waterproof, lightweight, colorful TREDAIR 
Soles. More and more leading makers of high-fashion snow boots are 
al specifying Cat’s Paw TREDAIR. Why not you? Write for samples! 


Cat’s Paw Rubber Co., Inc., Baltimore 30, Md. 
In Canada: Cat’s Paw-Holtite Rubber Co., Ltd., Drummondville, Que. 
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Stunningly styled with TREDAIR SOLES 











A thought for the man on the fitting stool: 





to insure a perfect match 


IT TAKES A WHOLE CALFSKIN 


to furnish leather for just 4 pair of shoes 


When you sell a pair of shoes, tell 
your customer she has just bought 


America’s biggest dollar’s worth today. 


5 President 
srown ) Brown Shoe Company 


SHOE COMPANY 


St. Lovis . . . Makers of: Air Step * Buster Brown * Official Boy Scout Shoes * Official 
* - Girl Scout Shoes ¢ Life Stride * Westports by Life Stride * Naturali: * Pedwin 
Qhuality at your feet  “‘“U“Minoianae 
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--and the 
Factory 
Superintendent 


To the superintendent of a shoe 
factory, shanks can be almost a 
forgotten item unless a problem arises. 


Well made, properly fitted shanks 
help the superintendent avoid shoes 
that twist or don’t tread right. 
They reduce returns due to broken 
breast flaps or from shanks 

wearing through outsoles. 


United makes shanks that lift worries 
off superintendents’ minds. That’s 
why scores of leading, practical 
shoemen specify United Vita-Tempered 
steel and steel combination shanks. 
They know they can rely on them. 
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UNITED SHOE MACHINERY CORPORATION + BOSTON, MASSACHUSETTS 
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GAUGUIN’S paintings of Polynesia inspire new high- 
fashion colors. LEVOR offers sun-drenched, earthy tones 
and vwid jungle blooms of South Sea Islands in Calf, 
Sunita and TAN-ART Suede Kid. 
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CHANGE OF ADDRESS: Send your new 
address at least 30 days before the date 
of the issue with which it is to take 
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IN STOCK « IMMEDIATE DELIVERY 


BERMUDA FLATS 
by DEB 


BY) 
Ro ty ae 
eas et ae i BICYCLE TIE 
i ey ons Black Suede with 

ITALIO BUCKLER ety Black Rubber Sole 
Alabaster Bamboo Calf y — Vicuna Kafalope with 
Grey Brushed Suede \ g* 2 se ee Tan Rubber Sole 
Vicuna Tan Brushed Suede a $4.75 


$5.75 ela. : 


ITALIO LACE 


Black Suede 
with White Stitching 


$5.75 


ITALIO STROLL 
Black Suede with White Stitching $5.75 


the ouginat ft D shoes. 


SEND ORDERS TO: IN STOCK DEPARTMENT @ DEB SHOE COMPANY ©® WASHINGTON, MISSOURI 





August |, 1957 5 





“| WISH MY MOMMY 
V0) 0) @ Dik an | ee 








REE Es pa m - 5 Seca Tike eR. ‘ 
tse . 7 z Ga ale ci bs lb 


EBY SHOE CORPORATION EPHRATA, PA. 


New York City Sales Office: 465 Marbridge Bidg. 
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DELMANETTE 
styles 

are cushioned 
with AIRFOOT! 


This is The Piper Delmanette of 
Hamilton Shoe Company, St. Louis, Mo 
















Styled by Delman, it features the new 
Sorrentoe Pointed Toe—and Spring-o-lators® 
assure close cling to the busiest of feet. 







Arches, heels and Spring-o-lators are 
cushioned with AIRFOOT—the first and 
foremost foam rubber cushioning 
designed specifically for footwear. 








Consensus of manufacturers, retailers and 
wearers says: AIRFOOT has never let 
anyone down! 
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OTHER IMPORTANT A/IRFOOT ADVANTAGES: 
Lighter-for-density than other rubber cushion- 
ings—yet the thinnest layer stands up! 
Controlled aeration—“breathes” all over without 
forming weak spots. 

Unvarying support—scientific compression ratio 
assures instant comeback for life of shoe! 


How Hamilton Cushions Without Adding Bulk: 


The superior compression and 
“comeback”’ ratio of AIRFOOT 
allows thinner sections in insole 
cushion applications. Full, last- 
ing comfort — without compro- 
mise of style! 


Proved quality—years in development, years in 
use under all conditions, assures customer- 
satisfaction. Doesn’t crumble, crumple, lump- 
up or bog down. 


Note to shoe manufacturers: For samples and 
information on ease of application, contact: 
Goodyear, Foam Products Division 
Akron 16, Ohio 


_My, ¥.... 
Woot C GOODSYEAR 


Tire & Rubber Company, Akron, Ohio 














WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONING DESIGNED SPECIFICALLY FOR FOOTWEAR! 
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WRITE FOR NEW ite Over 100 styles in sock 
for immediate delivery 


CATALOG 


ALL MADE IN OUR MODERN FACTORY — Prices slightly higher west of Denver 


MANUFACTURERS 


PARAGOULD, ARKANSAS 


ST. LOUIS: 409 Silk Exchange Bldg., 12th & Washington 


SALES OFFICES: NEW YORK: 933-35 Marbridge Bldg., 47 W. 34th St. 
SAN FRANCISCO: Kaye & Tieso’s Shoe Co., 51 First Street 


LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. 
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This Exciting New Full Color ~ - 
MANNING - GIBBS * 
Oy i bh @] @) . Ga 
Slipper Catalog 


MANNING- GIBBS 
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All Sixles IN-STOCK All Styles IN-STOCK 








One of America’s most successful slipper lines! Styled for steady year-round 
sales appeal . . . priced for volume at a full mark-up . . . crafted with quality 
for repeat sales . . . and IN-STOCK for 24-hour delivery service. 


More than 5000 successful Manning-Gibbs retailers have already received 
copies of this new 1957 In-Stock Catalog. For your copy, fill in and mail this 
coupon today! 


ee ee eee 


Manning-Gibbs Shoe Co. Worcester, Mass, 


Please send me your full color 1957 In-Stock 
Catalog of women’s and misses’ slippers. 


MANNING - GIBBS ¥ 
SHOE CO. ame 
WORCESTER 8, MASS. Sean 


Established 1919 








Street 





City State 
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Your child grows 
from head to toes! 


CHECK SHOE SIZE REGULARLY ... give foot growth the shoe-room it 
needs for strong, healthy feet. ‘This chart tells you how — age is the gauge 
— it’s FREE for you at all better shoe stores from Avonite... the prime 


quality soles that rate best in every shoe-wear test! 


Be smart... fit your child by this chart 





A Guide to Your Child's 


Ceoeeeeeeeeeeeeeeeeeeeeeeeeeeeeseeeeeeeees 











Foot Growth . i 
> nig laanied A Word to Wise Parents from 
=~ iw les AVONITE SOLES 
— ‘ Children's feet grow faster than Avonite Soles 
wien | teitows | * weor out! That's why the makers of Avonite 
seen bases ore | Soles have supplied your favorite shoe store 
pans ucnenon pict mae with this foot-growth chart — FREE for you. It's 
; , your guide to proper size just as Avonite is 
D -zourrs & | your Solemark of Quality. 
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not on all shoes... 
just the best ones 





AVON SOLE COMPANY -«: Avon, Massachusetts 





THIS IS YOUR AD— 








The first in Avon's public serv- 
ice series that will appear in 
Good Housekeeping and 
Parents’ Magazines. 


AVO 


TR aes 



































AVONITE ads to your business... 
...Dy adding public relations! 


In this dramatic new public service 
campaign, Avonite gives a whole na- 
tion of customers the best reason to buy 
more shoes per child per year! Make it 
your campaign by putting to work the 
selling tools Avon offers you FREE!* 
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Chiidren ¢ Shoe Sine Changes 


A Guide to Your Child's 
Foot Growth 
, eveeeceee”™ 


according 10 age 













Seren 


12 t0 15 yrs V6 to 20 weeks 


10 to 12 yrs. 12 to 16 weeks 


comeeeneeee 


ace | CuanGe cuEce 
Gos tob yrs | 410 8 weeks Every 4 weeks 
6 t0 1 yrs | 8 to 12 weeks | Every 8 weeks r 
| | Every 12 weeks 


Every 16 weeks 


15 yrs and over Every 6 mos to age 20 Every 6 mos. 

















@® Avon's Foot-Growth 
Chart for your store! 


order from Avon 


® Take-home Chart 
Booklet for your 
customers! 

order from your 
shoe manufacturer 


® Reprints of Avon's 
national ads as 
they appear! 


order from Avon 


NITE SOLES 


MARK REG. 


not on all shoes... just the best ones 


Good Will Bulids Good Business 
Avon’s new public service campaign is sure 
to expand consumer demand for the good 
shoes that walk and play on Avonite Soles 
. .- long-wearing, no-repairing Avonite Soles 
— the prime quality soles that rate best 
in every shoe-wear test! 


*Send for your FREE selling aids today to: 





Manufacturer of HIGHEST QUALITY SOLES for 47 years 


AVO N SOLE COMPANY « Avon, Mass. 


@eeeeeveeneeeeeeeeosaeeeee eee 





make more money, FAST 4 
-- With SHOE SAVER! 


Everyone who walks into your shop is a prospect for Shoe 
Saver, the silicone water repellent that makes shoes shed Lng 










t dk h f f : PROTECTS AND « 
water ...and keeps them softer, more comfortable, easier PRESERVES LEATHER 


to clean. Shoe Saver moves... and moves profitably, eee) ot 4 
at $1.00 per 4 oz. bottle—enough to treat 2 to 4 pairs of KEEPS valle FEET DRY 


shoes. Easy to apply! 
wed % 
Field ¢ Stream = 


nationally advertised! 















A timely series of big 2-color and black and 


sae Eye white ads in these great national magazines 
Boys Life will pre-sell your customers on Shoe Saver. 


display-packaged to sell itself! 


Packed 12 bottles to an attractive counter display box 
that tells the whole story. Just place it next to your 
register and watch it sell. Additional point of sale 
display material furnished free of charge. Ask your 
finders. 





easy to apply! 


special 
BONUS DEAL 


One bottle FREE 
with every dozen 


FOR LIMITED TIME ONLY 


Order from your 
distributor today! 





Display nationally advertised Shoe Saver on your counter and 
make a habit of mentioning it to every customer. 


Shoe Saver will quickly pay for its space in extra profits. Order 
from your findings distributor now to get the most out of the big 
national advertising program behind Shoe Saver. 






ESS CSCS 
first in silicones for shoes 


DOW CORNING CORPORATION ° Midland, Michigan 


Dow Corning Silicones Ltd., Toronto, Ontario 


DOW CORNING 
SILICONES 















mW Vs Fe SOLE COMPANY « Avon, Mass. 


Pittsburgh Open-Vision Store Fronts 
pay olf in 
| io " ; ; ~ attraction 











“Our new front has been a tremendous asset in attracting people to our store. 
Increased sales will more than offset the cost of the front,” says Herman Van 
Der Weide, owner, Van Der Weide’s Paint Store, Lansing, Illinois. Pittsburgh 
Products used here include: Prrrco® Store Front Metal, Pittsburgh Polished 
Plate Glass and four TuBetire® Doors and Frames. Architect: James McClure 
Turner, Hammond, Indiana. 


“We have had a 27% increase in business since the installation of our 
new front. Also the traffic from the street can see inside the store,” says 
George J. Giovanoni, manager, Paragon Bootery, Bedford, Ind. Pittsburgh 
Store Front Products used here were: Prrrco Store Front Metal, CarRARA® 
Structural Glass, Pittsburgh Polished Plate Glass and a Tusetire® Door 
and Frame. 


“We are very proud of our new front, and have received 
many compliments on it. We feel that the money it took 
to improve it was well spent,” says Clifford Dolton, 
owner, Dolton Hardware Company, Holdenville, Okla- 
homa. In the modernization, the following Pittsburgh 
Products were used: Prrrco Store Front Metal, Carrara 
Structural Glass, Polished Plate Glass and Hercu.ire® 
Plate Glass Doors. Architect: Robert D. Stone, A.I.A., 
Oklahoma City, Oklahoma. 
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| | 

l | 

| | 

| | 

| | 

| | 

| Pittsburgh Plate Glass Company | 

| Room 7335, 632 Fort Duquesne Bivd. | 

| Pittsburgh 22, Pa. | 

| Please send me a FREE copy of your | 

store front booklet. | 

For more information on Pittsburgh Store Fronts and Products, just send in the convenient | ; 
coupon. We will be glad to send you our store front booklet. There is no obligation. | Name j 
| | 

| Address | 

2 A) City aii. 
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ular Perry Como SHow for the 1957-58 season 
over the entire nec coast-to-coast network! To be tele- 
cast over more than 150 top stations, this full-hour 
Saturday night program will be seen and heard in vir- 
tually every market in the country by the largest 
audience watching any show on the network...almost 
44,000,000 loyal viewers every week! Esquire again 


reframe ype 
gets under way! Perry’s relaxed showmanship and 
Esquire’s effective, yet easy-to-take, commercials — 
make a combination that just can’t miss. And now, with 
another great Esquire Polish to offer your customers 
..the sensationally successful new Esquire Lano-Wax 
... your sales are bound to reach an all-time high! 


Be sure you have enough Esquire Polishes in stock —in all colors! 





© STARTING SEPTEMBER 21st 


ESQUIRE POLISHES 
WILL SPONSOR THE 
PERRY COMO SHOW 


The highest rated TV show on the entire network! 
Coast-to-coast on NBC-TV Saturday nights 8-9 P.M. EST 





bly , 
® i 
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ms \} BOOT POLISH * ns 
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, LR w ny “a Ay = ‘4 LiauiD Boor PoLisH 
omark Manufacturing Co., Inc., Brooklyn 11, N. ¥ 


Be ready for the Como-customers who’ll be calling for them! 





heafricals 


by BERNED 


STREET BALLETS 


All-occasion leather ballets for 
street and evenina wear. Hand- 
lasted. Black and white leather, 
white satin, silver and aold 
mesh. Sizes 4 4 
o 108 $1.90 


THEATRICALS 
by Berned have 
won the acclaim 
of professionals, 
teachers and 
student dancers. Crafted 
with painstaking care to 
specifications laid down by ballet 
masters, they offer the functional 
design and flawless fit so vital to this 
exacting art. This line covers all your 
dance footwear and accessory needs on 
a rapid in-stock basis at no extra cost. 
Write today. Make your store headquarters 
for this wanted line in your town. 
( 
COMPLETE LINE OF ACCESSORIES \ ro 


BERNED SHOE CO. )\)' 
207 ESSEX ST., BOSTON 11, MASS. 
Manufacturers © Distributors 


BALLET SLIPPER ——_.. 
Fine leather, fully lined pleated | 
toe. Gore over instep. Half sizes 7 | 
small through 10 large. B, C, and } 
D widths. Black or white. $1.90 / 
Men’s 6 to 12 D and E.. 2.90 


THEO TIE 
Dressy 14/8 Cuban heel shoe 
Sizes 3/2 to 9 M and N widths. 
Over-toe taps included. Black or 
$. 


ACROBATIC SANDAL 


Colors: Fawn, Black and seasonal 
colors. 


Ny 
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TAP TIES 


Covered heel with overtoe taps 
or leather heel with overtoe and 
heel taps. Black patent or white 


TOE SHOE 


Pink, black or white satin with 
suede leather tip. Genuine hand 
turned. § small to 9 large. $3.75 


TAP OXFORD 
All-over genuine black patent 
leather for youngsters, boys and 
men. Overtoe taps included. 
8/72 to 12 (D width 


only 
12 to2B&0D 


2 to - 
6. to 12 B & D 5.25 


MAJORETTE BOOTS 


Children’s * Misses’ * Grow- 
ing Girls’ 

Sizes 

Sizes 

Sizes 12'/2 to 

Sizes 4 to 9 


paged 
LEOTARDS 


First choice of students and 
professionals. Spring-knit of 
fine durene yarns, they 
*“‘give’’ with every body 
movement. Talon fastener. 
Elastic in legs. Highly ab- 
sorbent. Black and colors. 

Sh. Si. Child's 2-14...$2.25 
Sh. SI. Adult's 10-20. .$2.50 
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Contemplations for a Hot Day 


—It’s too warm to discuss anything of a profound 
nature. Instead, let us give you a few quotes that 
may come in handy the next time you hold a sales 
meeting, a civic get together . . . or maybe just for 
contemplation : 


—“The success and ultimately the survival of every 
business, large or small, depends in the last analysis 
on its ability to develop people.” (Peter Drucker, 
Prof. of Management, Graduate School of Business, 


a ee 


—‘‘There are two kinds of men who never amount to 
much: Those who cannot do what they are told, and 
those who can do nothing else.” (Cyrus H. K. 
Curtis. ) 


—“As we have learned more and more about a busi- 
ness organization as a social unit, we have become 
increasingly certain that the executive’s skill with 
people—or the lack of it—is the determining ele- 
ment in his long-range success or failure.” (Dean 


Stanley F. Teele, Harvard Business School.) 


—“It isn’t the incompetents who destroy an organiza- 
tion. The incompetents never get in a position to 
destroy it. It is those who have achieved something 
and want to rest upon their achievements who are 
forever clogging things up.” (Charles Sorensen, 


former Ford Production Chief.) 


—“Universities are full of knowledge; the freshman 
brings a little in, the seniors take none away, and 
knowledge accumulates.” (Abbott Lawrence Lowell.) 


—And we conclude with the Chinese proverb: “When 
a tree is blown down, it shows that the branches are 
larger than the roots.” 


=. fokine, 


Publisher 
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Signs that point to 
a big season on 


SPORTS | 
CLASSICS 
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4-color ads pointed right at 

fashion conscious gals 

of all ages! 

Jills . . . the casuals 

with hands sewn vamps and 

other details of 

quality handcrafting. 

The demand will be there. 

See how just a modest inventory of 
JILLS SPORTS CLASSICS 


will produce sales and repeat sales! 


VAISEY-BRISTOL SHOE CO. + MONETT, MO. 
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The above Turin model of Foot Pals by Wall-Streeter featuring a turned seam 


front is crafted in smooth polished Fina by Lawrence. 


Lawrence 


HIN 


Lawrence Fina is a smooth, mellow side leather that 
looks and feels so luxurious — it’s often mistaken for 
higher priced leathers. It is ideal for the slimmer men’s 
shoe fashions of today as the distinctive Wall-Streeter 
shoe above so clearly illustrates. 

Lawrence Fina is tanned first for its smooth, polished 
texture . . . tanned second for long wear. Make it your 
business to feature Lawrence Fina — and you'll make 
more business. A. C. Lawrence Leather Co., a division 
of Swift & Company (Inc.), Peabody, Massachusetts. 
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... the better part of better shoes 
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No Hope of 
Easier Money Rates 






Small Business 
to Get Help 


Six Million More 


PX Protests 
Get Results 
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by George H. Baker 


Hard money, it now appears, is to continue indefinitely. Higher wages 
and higher prices are to blame. 

The Eisenhower Administration’s top-level financial experts say now 
there’s no hope that money rates can be eased any time soon. Inflationary 
pressures are too strong to risk any cheapening of money rates, it is 
argued. 

If your firm is planning to borrow funds for any purposes, you might 
as well move ahead with such plans now. Waiting won't change the 
picture. 

Lending reports arriving at the Federal Reserve Board from the 
the nation’s banks show that money for expansion projects continues in 
brisk demand. Borrowers are competing for funds, and stiff interest rates 
are not resulting in any marked slowdown in lending. 

Even though several soft spots (autos, home building, consumer dur- 
ables) are still evident, gross national production continues its upward 
climb. 


You can expect to see some forceful new Federal action to help small 
business. It’s no secret, of course, that many smaller stores and smaller 
manufacturers have encountered rough sledding in the past two years. 
The Eisenhower Administration, brooding over this blemish on the other- 
wise healthy economic landscape, now plans to act positively to aid small 
business. 

President Eisenhower has ordered a series of conferences for Sep- 
tember to get at the root of problems that are confronting small mer- 
chants. The aim of these conferences is to find out what’s wrong and 
to determine what the government should do to make it right. 

Ike has named Dr. Eric A. Walker, president of Pennsylvania State 
University, as chairman of the small business conferences. If you have 
a specific problem you want brought up at the conferences, write Dr. 
Walker at Penn State University, University Park, Pa. The first con- 
ferences will be held September 24-26. 


There are about six million more households in the United States today 
than there were seven years ago, and the trend shows no sign of leveling 
off. At the present rate of growth, you can expect to see nearly 1,000,000 
new households formed each year for an indefinite period. 

The total number of households in the U. S. is estimated by the 
U. S. Census Bureau at 49,500,000, as compared with 43,600,000 in 
1950. 

The largest gains are in the urban areas. And there are about one 
million fewer rural-farm households today than there were seven 
years ago. 

About two-thirds of all households are located in urban areas, 25 per 
cent are in rural-nonfarm areas, and 11 per cent are on rural farms. 


Grass-roots protests against plans of the Army and Air Force to expand 
their post exchange operations are bringing gratifying results. Tem- 
porarily, at least, the Army and Air Force now have agreed to suspend 
their plans to “test” credit and charge accounts. But, in late July, 

























































Mail Services 
to Cost More 
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neither the Army nor the Air Force had backed down on plans to stock 
and sell full lines of children’s footwear—boys’ and girls’, youths’, 
and misses’ shoes. 

Army and Air Force brass-hats are telling the Congress that charge 
accounts and other forms of credit are necessary in order to keep the 
troops happy. They want to “test” the success of credit at two big Air 
Force installations (March Air Base, near Los Angeles, and Wright- 
Patterson Air Base, near Dayton, O.). Their long-range plan as congres- 
sional observers see it, is to install credit at all exchanges. 

Two different congressional committees have been looking into the 
post exchange controversy. (Senate Appropriations Committee and House 
Armed Services Committee.) The House group on July 10 conducted 
public hearings on the problem. William Burston, manager of the Mer- 
chandising Division of the National Retail Dry Goods Association, testi- 
fied in opposition to the proposed expansion of the post exchanges. He 
pointed out that the addition of credit services at PXs would give the 
government stores still one more competitive advantage over legitimate 
retailers. 

Noting that PXs have expanded rapidly since World War II and 
that they today are comparable in most respects to taxpaying department 
stores, Mr. Burston told the House members: 

“What needs to be raised here again is the basic, the fundamental 
question: 

“Where is the PX headed? 

“Where is the end? 

“What becomes of the concept of ‘convenience and necessity?’ ” 

Unless the Congress tackles these questions and settles them, PXs are 
going to move into more and more categories of merchandise, and will 
add more and more services—delivery, telephone orders, mail orders, 
clerk assistance, gift wrapping, customer counseling. 

It seems clear that PXs will grow and grow until the Congress, acting 
upon complaints of legitimate retailers, confines their operations to items 
of “convenience and necessity.” 

If you are losing sales to the Army and Air Force exchanges in 
your area, protest this encroachment to your congressman. This is the 
only way the government’s intrusion into legitimate retailing can be 
slowed or halted. 


Retailers will have to pay more for some mail services as a result of a 
recent Post Office Department rate increase. 

The cost of special delivery stamps, registered mail and money orders 
has been increased. The increases will cost mailers some $28 million 
a year. 

Special delivery stamps for first class letters now cost 30¢; up 10¢; 
money orders now cost 5¢ more than previously, regardless of the face 
amount; registered mail fees for return receipts are up 3¢ to 10¢ and 
the fee for requiring such mail to go to the addressee only is up 30¢ 
to 50¢; insurance is up by 5¢ to 20¢; special handling fees now range 
[TURN TO PAGE 56, PLEASE] 











SUPERGRIP 


Sets the Pace 
for Good Bonding 


In hundreds of factories, Supergrip is setting the standard for a quality, 
reliable product. And the number of users is increasing steadily as more and 


more factories find out that Supergrip offers more. 


For example, top grade materials and blending methods provide bond 


strengths that take a big worry out of cement shoemaking. 


Add to this the extra mileage Supergrip gives, the cement know-how 
that stands behind every 
gallon of Supergrip 
and it’s easy to see 
why Supergrip is the 
shoe industry’s num- 
ber one name in sole at- 


taching cements. 


If you want to be sure you’re getting 

the best value for your cement dollar 
call your nearest United branch office. 
We'll help you select the right cement for 
your methods and materials and arrange 


a demonstration. 


SUPERGRIP cements 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS. 








NEW! 


Revolutionary sole made on 


NEOPRENE plus NYLON CORD 









Exclusive! 


BILTRITE SURESTEP 
NYLON CORD 
NEOPRENE SOLES 


Dupont Nylon Cord — the same nylon cord used in premium 












auto tires — gives these slip-resistant neoprene safety soles all 
these advantages: 


® Far more rugged wear 


® Greater abrasion resistance 
Biltrite Industrial Soles 
also available in 
® Extra resistance to oil, grease, 


Surestep Neoprene 
pian , acids and chemicals 


®@ Comfortable resilience and flexibility 


Saf-T-Cel Neoprene YH World’s largest producer of shoe soling materials 


Super-Lite Cork BILTRITE 


HEELS AND SOLES 







Saf-T-Step Neoprene Cork 
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AMERICAN BILTRITE RUBBER COMPANY Chelsea 50, Mass. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis — in Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 
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TOUGHER! 








ne Cork Sole that 
e wear for weight! 





- The one Neopre 
does not compromis 


BILTRITE SAF-1-STEP 
NEOPRENE 
CORK SOLES 


Expressly compounded to meet both the demand for lighter 













weight and the need for longer wear. 
@ Resist oil, grease, chemicals and acids 
@ Resilient, flexible, long wearing 


Special high grade lighter weig ound 
siesta Tadaslvial Solel e S) gh grade lighter weight compound 
also available in 


Super-Lite Cork @ Styled for modern industrial use 
World’s largest producer of shoe soling materials 
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Nylon Cord Neoprene 





Saf-T-Cel Neoprene 
HEELS AND SOLES 





Printed in U. S. A, 


Surestep Neoprene 
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AMERICAN BILTRITE RUBBER COMPANY chelsea 50, Mass. 
Warehouses: 4464 District Boulevard, Los Angeles — 1010 Gratiot Street, St. Louis — In Canada: American Biltrite Rubber Co. (Canada) Ltd., Sherbrooke, Que. 
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Could a Parent ask for better... 
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FIVE STAR FOOTWEAR COMPANY 


43-01 22nd St., Long Island City 1,N.Y. © Marbridge Bldg., Rooms 403-405 « STillwell 4-1975 








FTC Lays Violation To International Shoe 





Complaint Says Shoenterprise, International’s Subsidiary, Makes 


Loans to Experienced Shoe Men 


WASHINGTON, D. C.—The Federal 
Trade Commission has issued a com- 
plaint against International Shoe Com- 
pany and its wholly-owned subsidiary, 
Shoenterprise Corporation, charging 
violation of the Federal Trade Commis- 
sion law. 

Specifically, the FTC says in a com- 
plaint issued on July 22 that Interna- 
tional has illegally required shoe re- 
tailers not to handle competing shoes. 
The FTC complaint is based on Section 
5 of the FTC Act, which prohibits un- 
fair practices where the effect may be 
to hinder or to prevent competition. 

The FTC complaint says the effects 
of the exclusive dealing contracts are 
to: 

1. Prevent International’s customers 
from buying from others. FTC says 
International’s prior approval must be 
obtained before competing lines are 
bought; 

2. Preclude competitors from selling 
to those purchasing International’s 
shoes; 

3. Foreclose competitors from a sub- 
stantial share of the retail market in 
certain local areas; 

4. Give to International exclusive 
selling rights to a substantial share of 
the market; 

5. To further International’s al- 
ready-dominant position in the industry 
and tend to create a monopoly in the 
company. 

International is the largest manufac- 
turer of shoes in the world, the FTC 
notes in its complaint. The Govern- 
ment also states that in 1955 Interna- 
tional sold world-wide to approximately 
17 wholesalers, 32,406 independent re- 
tailers, 207 chain customers, and 21 
retail outlets in which it has an inter- 
est. Total sales for the fiscal year end- 
ing November 30, 1955, were $262,413,- 
803, most of which was to family-type 
shoe stores in towns of less than 10,000 
population. 

Shoenterprise, the complaint says, 
is engaged primarily in granting loans 
to shoe retailers to buy existing stores 
or to open new ones. In this way, the 
complaint alleges, International makes 
loans to experienced shoe men lacking 
sufficient capital but willing to operate 
stores in locations agreeable to the 
company. 

Loans are made, the complaint 
states, only on condition that the dealer 
sign a restrictive contract with Inter- 
national. And before receiving a loan, 
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on an Entirely Restrictive Basis 


the retailer must incorporate the busi- 
ness, must sign a 10-year promissory 
note at six per cent interest, and must 
turn over all stock to Shoenterprise 
as security. 

At the end of fiscal 1955, the com- 
plaint states, International had 397 out- 
standing loans valued at $5,346,719.14. 
International’s sales to these dealers 
totaled $15,700,000, it is stated. 

Besides requiring dealers to whom it 
has lent money to enter into exclusive 
dealing contracts, the Government con- 
tinues, International has similar ar- 
rangements with other shoe retailers 
through its “Merchants Service De- 
partment.” 

This department supplies supervi- 
sory and special services to retailers 
who become accounts of Merchants Ser- 
vice Plan. The same restrictive agree- 
ment is signed by retailers enrolling in 
this plan, the complaint says. Interna- 
tional’s sales in 1955 to the several 
hundred dealers operating under this 
plan totaled $18,706,724. 

International has 30 days to reply to 
the FTC complaint. A _ hearing is 
scheduled for October 14 in St. Louis 
before FTC hearing examiner Earl 
Kolb. William J. Boyd is attorney for 
the Government’s case. 

After the examiner hears each side 
and collects all pertinent evidence, he 
will issue his opinion. This opinion, 
under FTC rules of procedure, auto- 
matically becomes the opinion of the 
FTC unless challenged by the commis- 
sioners. 


Record Consumer Spending 


For Shoes Possible in 1957 


NEw YorK —If the rate of con- 
sumer spending—$267.7 billion in the 
first quarter of 1957—holds steady, re- 
tail sales of more than $4 billion are 
possible for the first time in shoe 
history. 

This speculative forecast was made 
by the National Shoe Manufacturers 
Association in its News Bulletin, in an 
account of dollar expenditures for all 
footwear, released by the Office of 
Business Economics, Department of 
Commerce. 

Spending for all footwear increased 
from $3.7 billion in 1955 to $3.9 billion 
in 1956. The latter figure is 1.46 per 
cent of total consumer expenditures. In 
1951 the percentage was 1.57. 


Report Irked at Diminishing 
Competition in Making Shoes 


WASHINGTON, D. C.—A Senate sub- 
committee report complains that there 
is diminishing competition in shoe man- 
ufacturing. 

The report, covering 426 industry 
groups and more than 1,000 products, 
was 18 months in preparation and was 
compiled by an economist, Jesse J. 
Friedman, hired by Sen. Estes 
Kefauver (D., Tenn.) to make the 
study. 

The study evaluated the share of 
industry shipments among the five, 
eight, and 20 largest footwear firms. 
It did not take rubber footwear into 
consideration. 

In 1954, the study said the value of 
shipments were $1,790,717,000. Of this, 
‘the five largest firms accounted for a 
share of 30 per cent, the eight largest 
firms, 36 per cent and the 20 largest 
firms, 45 per cent. 

In 1947, when the value of shipments 
was said to be $1,726,609,000, the five 
largest firms had a share of 28 per 
cent, the eight largest, 35 per cent, 
and the 20 largest, 45 per cent. 


Court Dismisses 
Roger Selby Injunction 


PoRTSMOUTH, O.— Scioto Common 
Pleas Court has dismissed an injunc- 
tion suit against Rockwood & Company 
at the request of plaintiff, Roger A. 
Selby. 

Mr. Selby obtained the injunction 
May 3, 1957, to protect his overseas 
interests in Selby International, Inc. 
He charged at that time that Rock- 
wood, which since has liquidated the 
Selby Shoe Co., planned to sell shoe 
line trademarks which were his ex- 
clusively through purchase of all for- 
eign business and rights of Selby Shoe 
Company from Rockwood. 

This final action by Mr. Selby fol- 
lowed a request he made of the court 
to modify the injunction so Rockwood 
could complete legally its sale of sev- 
eral lines of Selby shoes to manufac- 
turers for domestic production. Full 
dismissal followed soon after modifica- 
tion. 

Only court action pending here as a 
result of the sale of the Selby factory 
to Rockwood and then liquidation by 
that firm is that of a group of local 
shareholders seeking fair cash value 
for their stock. 

Some evidence was taken but no 
decision has been made by the court on 
the petition of the shareholders for ap- 
pointment of appraisers if the court 
decides plaintiffs are due fair cash 
value. 
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Esquire to Air Perry Como Alternate Weeks 
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Perry Como, left, gives “easy-does-it" briefing to Sam M. Abrams, center, presi- 

dent, and Al Abrams, vice-president and treasurer, of Knomark Manufacturing 

Company, Inc., which has contracted for alternate-week sponsorship of the 

Perry Como Show on 180-station NBC-TV network, starting September 31, In 
behalf of Esquire Shoe Polishes. 


New YorkK—The advertising budget 
for Esquire Shoe Polishes will set a 
new high this fall when the Knomark 
Manufacturing Company will inaugu- 
rate alternate-week sponsorship for 52 
weeks of the Perry Como Show on 
NBC-TV, it was announced here by 
Sam M. Abrams, president. 

Sponsorship of the program, which 
starts September 21, is spearhead of a 
record consumer campaign through 
Emil Mogul Company, Inc., advertis- 
ing agency, following the successful 
introduction, last spring, of Esquire 
Lano-Wax, the self-shining, liquid wax 
polish. The account is direoted by 
Charles L. Rothschild, executive vice- 
president of the agency. 

The star-studded Perry Como Show, 
which is currently the highest-rated 
program on NBC-TV, will be telecast 
by more than 180 stations in the 
United States and Canada on Satur- 
day nights at eight o’clock, EST, to 
an estimated audience of nearly 40,- 
000,000. 

“With Perry Como, we have lined 
up America’s No. 1 entertainer to sell 
America’s No. 1 shoe polish,” com- 
mented Mr. Abrams in his announce- 
ment. “We've always made it a point 
to come up with top-flight network sell- 
ing personalities and shows, including 
Arlene Francis, Kate Smith, Arthur 
Godfrey, ‘Masquerade Party’ and Sid 
Caesar. This time, with Perry Como, 
we feel we’ve outdone even ourselves 
with a program that will be telecast to 
virtually every market in the United 
States and Canada. We’re confident 
that, with Perry’s relaxed showman- 
ship and Esquire Shoe Polish’s easy- 
to-take, yet effective, commercials, we’ll 
help our retailers set new sales rec- 
ords on top of the steadily-increasing 
volume they’ve enjoyed year after year 


26 





” 


with all Esquire polish products. 

Esquire Shoe Polish’s “Big Four”’— 
Esquire Boot Polish, Esquire Lano- 
Wax, Esquire Scuff-Kote and Esquire 
Lanol-White — will be the principal 
products advertised. 

The TV network advertising will be 
supplemented by present campaigns in 
national magazines and in nursing and 
military publications. 

Consumer advertising will be sup- 
ported by extensive use of point-of- 
purchase material and expanded trade 
publication advertising in double and 
single pages in color. 

Tie-ins with the Perry Como Show 
will feature the dealer aids. 





Thom McAn to Show Shoes 
At International Trade Fair 


NEw YorRK—Thom McAn men’s shoes 
for dress and casual wear will be in- 
cluded in the American Pavilion exhibit 
at the 26th International Trade Fair in 
Izmir, Turkey, which will be held from 
August 20 to 30, 1957. 

Emphasis in the exhibit will be on 
popular-priced shoes. Thom McAn se- 
lected 12 representative pairs ranging 
from black calf oxfords, slip-ons and 
slide fastener closures to buck and 
nylon sport shoes. 

United States participation in inter- 
national trade fairs is sponsored by the 
Office of International Trade Fairs, 
U. S. Department of Commerce. The 
office was set up as another channel 
for dissemination of information on the 
United States and to provide effective 
international trade promotion for two- 
way trade between the U. S. and 
countries sponsoring international 
trade fairs. 






USMC Applies for Listing 


BostonN—On July 9 the United Shoe 
Machinery Corporation filed an appli- 
cation with the New York Stock Ex- 
change for the original listing of its 
preferred and common stock. 





Edison to Open First Baker’s 
Quali-Craft in New York City 


St. Louis—A long-term lease has 
been signed for a Baker’s Quali-Craft 
Shoe Store at 1 West 34th Street, New 
York City, according to an official of 
Edison Brothers Stores, Inc. The new 
Baker’s will be located between Fifth 
and Sixth Avenues, opposite the Em- 
pire State Building and next door to 
Ohrbach’s. 


The store will occupy the basement 
and first floor of a 14-story structure. 
The premises, 38 feet wide by 112 feet 
deep, will be completely redesigned, 
both on the interior and the exterior. 
The architectural concept will be open, 
with the entire store fully visible from 
the street. The designs will be from 
the architectural department of Edison 
Brothers. 

While this will be the first Baker’s 
store in New York City itself, the St. 
Louis firm recently opened four addi- 
tional operations in the area. Within 
the past six months Baker’s stores also 
have been opened in Roosevelt Field 
and Green Acres, Valley Stream, L. I. 
In fall, additional shops will be opened 
in Manhasset, L. I., and in the Bergen 
Mall Shopping Center, Paramus, N. J. 

Elmer L. Jeffreys will be the re- 
gional manager in charge of these new 
stores, with headquarters in Long 
Island. 





Nettleton Leased Departments 
Names Sheen to Take Charge 


William G. Sheen, who has been 
named general manager of Nettleton 
Shops, Inc. He will be in charge of all 
Nettleton Shops and Nettleton leased 





WILLIAM G. SHEEN 


departments. He had previously been 
associated with the retail division of 
General Shoe Corporation and served 
with the Regal Shoe Company for 18 
years. 
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Slimer’s Resort Wear Grows 


St. PETERSBURG, FLA. — An $80,000 
expansion program now under way at 
Slimer’s Resort Wear, 300 First Ave- 
nue North, will include the addition of 
a shoe salon on the main floor. The 
project, scheduled to be completed 
around October 25, also will include the 
addition of other new departments and 
redecoration of the entire store. 


Red Wing Names Hauschildt 
To Eastern Area Territory 


RED WING, MINN.—Richard L. Haus- 
childt has been appointed sales repre- 
sentative for Red Wing Shoe Company 
to cover New York and eastern Penn- 
sylvania. The appointment was an- 
nounced by E. L. E. Webster, vice- 
president. 

Mr. Hauschildt will carry Red Wing 








RICHARD L. HAUSCHILDT 


work shoes and “Irish Setter” sport 
boots in his new territory. He has 
worked in the advertising department 
of the Red Wing Shoe Company for 
five years prior to his appointment. 





Duke Rose Vice-President 
Johnston & Murphy Shoe 


NASHVILLE — Duke Rose, General 
Shoe Corporation sales and styling ex- 
ecutive since 1950, was named vice- 
president and sales manager of John- 
ston & Murphy Shoe Company, accord- 
ing to an announcement by M. S. Wig- 
ginton, vice-president of General Shoe. 

Mr. Rose, who for the last two years 
had been division manager of the com- 
pany’s Edward Haan Shoe Company, 
will immediately assume his duties in 
charge of the entire J & M sales force. 

He has spent practically all of his 
time with General Shoe as a style di- 
rector and as a coordinator for its 
men’s dress shoe plants. He joined 
General Shoe in 1950 as a special 
trainee following his graduation from 
United States Naval Academy. He also 
attended Duke University. 

After graduating from General 
Shoe’s special executive training course, 
Mr. Rose in 1951 became assistant to 
the style director in the men’s division. 
In 1952 he became design supervisor 
for men’s shoes, and in 1953 design 
coordinator. In 1955 he became division 
manager of the Edward Haan Shoe 
Company, and just before that had 
served as a men’s shoe plant coordi- 
nator. 





Sibulkin Plant to Work Again 


MANCHESTER, N. H.—A new shoe 
manufacturing firm, Dorson-Fleisher, 
Inc., has been organized and will take 
over the factory made idle by the liq- 
uidation of the M. Sibulkin Shoe Com- 
pany. Principals in the new firm are 
Ben Dorson, former Sibulkin sales 
manager, and Kolman Fleisher, a vet- 
eran shoe man and former owner of 
the Fleisher Shoe Company in Goff’s 
Falls, N. H. 





Seven Edison Brothers 
Executives Named Officers 


St. Louis—Edison Brothers Stores, 
Inc., announced on July 11 that seven 
of its executives had been elected offi- 
cers of the company. 

Three new vice-presidents were 
named, Samuel L. Demoff, Morgan I. 
Pitcher and William E. Polley. Arthur 
Elias, Charles B. Edison and Bernard 
A. Edison were elected assistant vice- 
presidents. Eric P. Newman was ap- 
pointed assistant vice-president and 
secretary. 

With the exception of Mr. Elias, who 
is regional manager for the Detroit 
area, all of the men are in the St. Louis 
company headquarters office. 





Block Appoints Lowenthal 
Director of Store Operations 





Murray G. Lowenthal, 36, was recently 

appointed director of store operations 

for Block Shoe Stores, Inc., a division of 

Shoe Corporation of America. Block op- 

erates 43 stores in Washington, Oregon, 

Idaho, Montana, North Dakota and 
South Dakota. 





Study Shows Bulk of 1956 Pairage Sold for No More Than $6 


The National Shoe Manufacturers Association and the 








New England Shoe and Leather Association, in a joint 
release, announced that a study prepared for them by the 
U. S. Bureau of Census showed more than 352 million 
pairs, or 59.5 per cent of the total output of shoes in 
1956 amounting to 592 million pairs, were made to retail 
to the consumer for $6 or less per pair. Twenty-five and 
three-tenths per cent of total production sold at retail 
from $6.01 to $10 per pair. Thus, only 15.2 per cent of 
all the shoes and slippers produced in the United States 
in 1956 were made to sell for more than $10 per pair 
at retail. 

This study, the third of its kind, was said to illustrate 
sharply that the consumer in the United States has a 
wide range of prices to choose from when he purchases 
his shoes. This wide range of prices demonstrates the 
versatility of the shoe industry as it meets the needs of 
170 million shoe consumers in the United States. 

This breakdown of production of shoes by retail selling 
prices is a valuable market research tool for business con- 
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cerns both inside and outside the shoe industry. The 
data contained in this study are useful in the establish- 
ment, measurement, and evaluation of the retail shoe 
market. 

An analysis of women’s shoe production in 1956, 
totaling 270,000,000 pairs, reveals that 54 per cent were 
sold to retail at $5.00 or less per pair, 40 per cent to 
retail from $5.01 to $12 and only 6 per cent above $12 
per pair. 

Men’s dress shoe production totaled 77,475,000 pairs 
in 1956 and this study reveals that 25 per cent were pro- 
duced to retail up to $8 per pair. In the $8.01 to $12 
retail price range, factory output equaled 47 per cent 
and the balance, or 28 per cent, were made to sell above 
$12 per pair at retail. 

Pairage figures were computed by the RECORDER 
based on 1956 production figures released earlier this 
year by the National Shoe Manufacturers Association and 
are subject to possible Bureau of Census revision. 
Tables illustrating the study are shown on the next page. 
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PRICE 
(Dollars per Pair) 
1956 Production 

Up to $ 1.00 
$ 1.01 to 2.00 
2.01 to 3.00 
3.01 to 4.00 
4.01 to 5.00 
5.01 to 6.00 
6.01 to 7.00 
7.01 to 8.00 
8.01 to 9.00 
9.01 to 10.00 
10.01 to 12.00 
12.01 to 14.00 
14.01 to 17.00 
17.01 to 20.00 


20.01 and over 


MEN’S DRESS 
% Pairs 
100.00 77,475,000 
0.5 387,375 
Ll 852,225 
2.2 1,704,450 
7.2 5,978,200 
4.4 3,408,900 
9.3 7,205,175 
16.9 13,093,275 
15.0 11,621,250 
14.9 11,543.775 
12.8 9,916,800 
6.3 4,880,925 
5.4 4,183,650 
4.0 


3,099,000 


MEN’S WORK 
% Pairs 
100.00 29,530,000 
(1) (1) 
5.0 1,476,500 
a5 738,250 
3.6 1,063,080 
16.7 4,931,510 
10.2 3,012,060 
9.2 2,716,760 
11.0 3,248,300 
19.1 5,640,230 
12.9 3,809,370 
ges 2,096,630 
we | 620,130 
0.6 


177,180 


Men’s* and Boys’ 1956 Shoe Production by Retail Prices 
RETAIL SELLING 





YOUTHS’ AND BOYS’ 


o7 
{O 


100.00 


Pairs 
21,517,000 


925,231 
2,431,421 
3,292,101 
4,238,849 
4,927,393 
2,560,523 
2,452,938 

537,925 

129,102 

21,517 








RETAIL SELLING 
PRICE WOMEN’S MISSES’ AND CHILDREN’S 
(Dollars per Pair) % Pairs %o Pairs 
1956 Production 100.00 269,664,000 100.00 75,842,000 
Up to $ 1.00 (1) (1) (1) (1) 
$1.01 to 2.00 5.8 15,640,512 2.0 1,516,840 
2.01 to 3.00 11.9 32,090,016 19.] 14,485,822 
3.01 to 4.00 18.8 50,696,832 20.6 15,623,452 
4.01 to 5.00 17.2 46,382,208 17.5 13,272,350 
5.01 to 6.00 8.9 24,000,096 14.2 10,769,564 
6.01 to 7.00 8.3 22,382,112 17.6 13,348,192 
7.01 to 8.00 4.4 11,865,216 5.0 3,792,100 
8.01 to 9.00 5.1 13,752,864 2.8 2,123,576 
9.01 to 10.00 4.3 11,595,552 1.] 834,262 
10.01 to 12.00 8.8 23,730,432 0.1 75,842 
12.01 to 14.00 3.0 8,089,920 
14.01 to 17.00 2.0 5,393,280 
17.01 to 20.00 1.0 2,696,640 
20.01 and over 0.5 1,348,320 
1956 Slipper Production by Retail Prices 
Also Miscellaneous Footwear 
RETAIL HOUSE ALL OTHER 
SELLING PRICE SLIPPERS FOOTWEAR Dollars per Pair 
Dollars per Pair % Pairs % Pairs 1956 Production 
1956 Production 100.00 71,009,000 100.00 9,398,000 
Up to $ 1.00 (1) (1) (1) (1) Up to $ 1.00 
$ 1.0lto 2.00 40.5 28,758,645 (1) (1) $ 1.0lto 2.00 
2.01to 3.00 22.5 15,977,025 4.1 385.318 2.01to 3.00 
3.01to 4.00 18.4 13,065,656 7.8 733,044 3.01lto 4.00 
1.01 to 5.00 7.9 5,609,711 8.2 770,636 4.01to 5.00 
5.01to 6.00 6.0 4,260,540 12.9 1,212,342 5.0lto 6.00 
6.01lto 7.00 16 § 1,136,144 10.1 949,198 6.01 to 7.00 
7.01to 8.00 1.9 1,349,171 12.3 1,155,954 7.0lto 8.00 
8.01lto 9.00 0.8 568,072 9.4 883,412 8.01lto 9.00 
9.01 to 10.00 0.4 284.036 9.0 845.820 9.01 to 10.00 
10.01 to 12.00 (2) (2) 11.2 1,052,576 10.01 to 12.00 
12.01 to 14.00 (2) (2) 5.5 516.890 12.01 to 14.00 
14.01 to 17.00 4.4 413,512 14.01 to 17.00 
17.01 to 20.00 3.1 291,338 17.01 to 20.00 
20.01 and over 2.0 187.960 20.01 and over 


(1)—Combined with higher price line to avoid disclosing operations of individual companies. 
(2)—Combined with lower price line to avoid disclosing operations of individual companies. 
*__Includes military shoes. 
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1956 Women’s and Children’s Shoe Production by Retail Prices 


100.00 


(1) 
10.0 
39.1] 
20.1 
15.4 

6.9 
6.9 
1.6 
(2) 


(2) 


100.06 


(1) 
8.4 
13:3 
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1956 Total Shoe Production 
By Retail Prices 
Per Cent 
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INFANTS’ AND BABIES’ 


Pairs 
37,746,000 
(1) 

3,774,600 
14,758,686 
7,586,946 
5,812,884 
2,604,474 
2,604,474. 
603,936 
(2) 


(2) 


Pairs 


592,181,000 


(1) 
49,690,597 
79,009,473 
92,466,076 
77,582,590 
53,727,145 
53,687,923 
31,544,135 
35,590,897 
28,967,145 
42,171,957 
22,354,497 
12,784,347 

7,791,758 
4.812.460 
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New 
Cushion 
cork 


ings deep-cushion comfort 
tothe slimmest footwear 


ioning material 


mstrong CUSHION CORK 


... the natural foam for deep-cushion comfort 





Tips on selling shoes 
Cushioned with 
new Cushion Cork 


COMPLETELY DIFFERENT MATERIAL, 


CONTAINS NO RUBBER 


Here’s an exciting new story to tell, about a new kind of comfort—deep- 
cushion comfort. New Cushion Cork® is a remarkable new cushioning ma- 
terial that contains no rubber whatsoever. It gives a new kind of comfort— 
cushioning in depth—DEEP-CUSHION COMFORT. 


The secret of this deep-cushion comfort 
is a revolutionary new way of combin- 
ing finely ground cork—nature’s own 
foam—with a newly developed binding 
material that’s as flexible as cork itself. 


New Cushion Cork compresses in direct 
proportion to body weight. When. you 
stand quietly, Cushion Cork yields just 
enough to float your foot gently, yet pro- 
vides the support needed for comfort. 


Send for free, cube-shaped sample of this 
new material. Test the gentle, deep-cushion 
comfort of new Cushion Cork for yourself. 
Write Armstrong Cork Company, 6308 Del- 
aware Avenue, Lancaster, Pennsylvania. 


The new Cushion Cork is a visco-elastic 
material. It compresses under pressure 
and returns to its original thickness at 
a smooth, even rate. This makes it a 
natural, highly efficient shock absorber. 


When you walk or dance, new Cushion 
Cork yields proportionately more. It 
absorbs foot impact smoothly and then 
flows—not springs—back to place for 
truly luxurious, deep-cushion comfort. 


By contrast, purely elastic shoe cushion- 
ing materials act like a spring. They 
bounce shocks back into the foot at 
every step and so tend to increase 
rather than lessen common foot fatigue. 


This comfort /asts. Cushion Cork re- 
tains up to 4% times more cushion than 
conventional low-density materials of 
equal thickness . . . abundant protection 
against heat, cold, and hard pavements. 


Armstrong CUSHION CORK 


...the natural foam for deep-cushion comfort 









HOWN above is Basil Correll sole 

stitching “SUPERSOLE” on Adams’ 
“JACK and JILL” Shoes. “SUPERSOLE” 
can be stitched dry without pre-condi- 
tioning and without fear of chipping, 
eliminating the tempering operation... 
something to be considered by cost- 
conscious manufacturers. At right, 
Ludger Roy, superintendent, inspects 
“SUPERSOLE” after leveling operation 
by Kenneth Tobin. No bottom- 
finishing is required to achieve 
a “natural”, expensive appear- 
ance... another “SUPERSOLE” 
money-saver! 





Cc 


Another “first?! ... 
“SUPERSOLE” has been 
granted thecoveted“COM- 
MENDATION SEAL” of 
the PARENTS’ MAGA- 
ZINE INSTITUTE! 
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AMES D. ADAMS, President, Adams Brothers, 

Inc., says: “Our experience with ‘SUPERSOLE’ 
has been an entirely happy one. We like the way it 
works...and our customers like the way it wears!” 


SERVICE BUREAU 


= \PARENTS) 


7; MAGALINE 





27 SPRUCE STREET 


or WEAR ano WORKABILITY 


ADAMS BROTHERS. INC. MAKERS OF 
MR ler ast 


SELECT 


ROFIT by the experience of Adams Brothers, Inc., and 
other leading shoe manufacturers! Everyone knows the 
best soles are LEATHER — and the best leather soles are 
“SUPERSOLE”, the ONLY trade-marked genuine leather 
sole that customers ask for by name! 


VIRGINIA OAK TANNERY 


SALES CORPORATION 
NEW YORK, N. Y. 


SILL 









SHOE 














































BEARFOOT 


MICROCELLULAR WORK AND SAFETY SOLES 


Neoprene Nitrocrepe — Highly 


resistant to oils, acids, grit. Lightweight — 











Safetred non-slip design. 


Neoprene Aircushion — Safeired non-slip 


design—density adjusted for stitch attachment. 


Neoprene Aircushion Cork — Popular 


cork for special non-slip qualities. 


Density adjusted for stitch attachment. 





Bearfoot Soles — Best for Every style requirement — 


Every wear condition—Every manufacturing method. 


Exhibiting Allied Products Show, New York 
Trades Show Building — August 3-6, 1957. 
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Nitrocrepe — Lightweight, long wearing 
sole with the soft, cushion step. Wide 


range of colors and design 


Aircushion — Always firm—yet feather light. 


Density adjusted for stitch attachment. 


MICROCELLULAR SLIPPER SOLING 


Nitrolite —The latest lightweight soling material 
for slippers, about-the-house, 


and resort footwear. 


Me WADSWORTH, OHIO” : 
$i taki: 1602 Locust $.,-F. &. Alston 
Men Sth Se A. Se co Noe 


* 
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... MOM DOES! 


Children’s shoe business is BIG business. 
But remember this: children don’t buy shoes 
... MOM does! 


That’s why E-Jays are advertised to mothers 
through that most powerful magazine, 
PARENTS’. There mothers read about the 
E-Jay features they look for in children’s 
shoes: Permacounters, the polyethylene 
counters that can’t break down... Guide- 
Step lasts . . .long wearing soles. . . and the 
famous PARENTS’ Seal. 


Mothers by the hundreds also write in to find 
out more about E-Jays, and the name of their 
nearest dealer. For that reason we have pro- 
duced a colorful new booklet that gives 
complete details. Entitled “The Story of 
Happy, Active Feet,” it tells a real selling 
story about E-Jays. 


Be sure to get your free copy of the new 


MEV, 
Nationally advertised in Sa 


PARENTS’ \PARENTS 


areseD 


ENDICOTT JOHNSON CORPORATION 
Endicott 1,N. Y. St. Lovis 2, Mo. 
New York 13, N. Y. 


Secs : 
ee 


E-Jay booklet. And if you’d like a look at 
this new, fast-moving line of shoes, check 
the box in the coupon... we'll send a rep- 
resentative at once. 


Priced fo retail profitably at $595 to $695 
Infants’ styles $395 to $495 


1 
| 
| 
1 
i 


ENDICOTT JOHNSON CORPORATION 
Dept. B 
Endicott 1, New York 


Please rush my FREE copy of the new E-Jay booklet 
[_] Also send a representative to show me the new E-Jay line 


I os get eas Lege t tor aalu gaa wucitavosie 
Store Name 
SS eC crise 
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Editorial Outlook 





EVELOPMENTS in recent weeks provide some 
evidence that there has been a change in the 
administration’s attitude toward the necessity for 
reducing federal spending. Since the peace-time high 
budget at $71.8 billion was sent to Congress last January, 

the administration, with the exception of Treasury- 

Secretary Humphrey, has stoutly maintained that the 
budget was tight and could not be cut without serious 
harm to national defense, mutual aid and other govern- 
ment services. 

One of the earlier indications of a change of heart 
came when President Eisenhower advised the Conference 
of Governors meeting at Williamsburg, Virginia, that the 
time had come for the States to take over many of the 
programs now financed with federal funds. The President 
pointed out that such action would lead to increased 
state taxes but would produce a net saving because it 
would lower federal taxes. 
® Said the President, “The elimination of the Federal 
overhead—stopping, in other words, the “freight charges” 
on money being hauled from the states to Washington 
and back (a bill, I remind you, that is always collected 
in full)—-would save the American taxpayer a tidy sum.” 

Several weeks later, just as the Democrats’ economy 
drive appeared to be slowing down, the President in a 
surprise move ordered that spending and commitments in 
*58 be held to the level of fiscal ’57 which ended June 
30th. If this could be accomplished it would mean a 
saving of nearly $2 billion next year. The order was in 
the form of a confidential letter from Budget Director 
Percival Brundage to cabinet officers and heads of federal 
agencies. 

The message found its way into the press and, as might 
be expected, the reaction from the Democrats in Congress 
was prompt, forceful and political. The House Appropria- 
tions Committee immediately called on the Budget Di- 
rector to explain how a budget which was supposed to 
be “reduction-proof” suddenly became “reduceable.” 

The irate Democrats saw the directive as a_ political 
trick to steal their economy thunder and pave the way 
for a tax cut next year, out of the savings in funds which 
Congress had already appropriated. When Budget Di- 
rector Brundage appeared he was able to placate the 
committee somewhat when he told them that he estimated 
the savings would be roughly $1 billion and that figure 
included the savings which would result from the Presi- 
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A Step Toward Economy 





dent’s “hold the line” directive and Congressional cuts in 
appropriations. 

Whether or not the administration action is a sincere 
attempt to come to grips with the serious problem of con- 
stantly rising federal expenditures or, as the Democrats 
allege, a well-calculated political device, is open to debate. 
It seems logical, however, that the administration may 
have become aware of the very important fact that it 
takes more than restricted credit to fight inflation. 

The July First National City Bank Monthly Letter on 
Business and Economic Conditions describes very well 
the necessity for reinforcing the Federal Reserve Policy 
with reductions in government expenditures. “There is a 
tendency to expect restrictive Federal Reserve credit 
policies to do the whole job of protecting the dollar from 
further depreciation. Credit restraints, like high taxes, 
suffer the fault of constricting mainly the sphere of 
private enterprise and the spending of the individual for 
his own enjoyment. If government expenditures rise out 
of hand, it can be quite impossible—whatever incon- 
veniences are imposed on private and personal access 
to credit—to hold inflationary forces in check.” 
© If the government has, at last, recognized that reduced 
spending is, in fact, a strong weapon against inflation; 
then progress has been made. And if any substantial re- 
duction in 1958 taxes materializes from this economy, 
it would in itself soften up our “tight money.” 

Dollars saved in taxes need not be borrowed whether 
they be dollars for business expenditures or for the 
personal needs of the individual. Less borrowing will be 
reflected ultimately in easier credit. 

Extravagance, like inflation, must be curbed before it 
can be brought to a halt. The anticipated savings, whether 
they be the President’s directed nearly $2 billion or the 
Budget Director’s conservative $1 billion, are sizeable 
even in terms of a $71.8 billion budget. But the important 
consideration is that if government agencies are able to 
realize them, in whole or in part, it will mark an ebb in 
a long-flowing tide of more spending, larger budgets, and 
higher taxes. 

This new attitude is the first evidence we have had in 
many years that the government is aware that its spending 
must be reduced, It may grow and develop into something 
truly worthwhile. A sustained manifestation of taxpayer 
interest and approval in the form of letters to Congress 
is the best way to help it to grow. 
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® THE SHOPPING CENTER 
Main Street continues to be an all-im- 
portant subject for discussion at civic 
and trade meetings, both regional and 
national, At a recent Chamber of Com- 
merce meeting in Salem, Mass., a 
third dimension was added by FRANK 
E. REMICK of Remick’s in Quincy, 


Vs. 








Mass. He elaborated on his favorite 
subject, the retail business . . . with 
particular reference to the changes 
with which it is beset . . . and said: 
“The ‘old order of things,’ the so- 
called status quo, both of individual 
businesses and entire communities, is 
suffering from the impact of giant 
changes in the retail field. Economists 
looking back fifty years from now 
may well describe this period in which 
we live as the ‘retail revolution of the 
1950’s!’ And they well might say that 
the greatest change brought about 
during this ‘revolution’ was the shift 
from the store-vs.-store concept of 
competition to one of community-vs.- 
community. 

“As this so-called ‘revolution’ pro- 
gresses .. . what with new highways 
cutting down the driving-time from one 
point to another . . . and the continued 
movement of urban population to the 


country ... and the springing up of 


more and more shopping centers . . . 
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we are all going to witness a vast re- 
distribution of retail sales.” 


* * * 


© WAS A TIME WHEN people who 
needed corrective or comfort type 
shoes had to close their eyes to the 
way the shoes looked on their feet . . . 
as a concession to the necessary foot 
therapy. But that has all been cor- 
rected. Even prescription shoes now 
have some element of style. 
HERMAN FRIEDMAN of Scientific 
Shoe Fitters in Bridgeport, Conn., 
says: “We work at and impress our 
customers that the most important 
thing in shoes is the feet. Twenty 
years in this business can teach you 
a lot, particularly if you keep on the 
alert and regard each pair of feet you 
try to fit as individual and apart from 
all others. 

“Shoe people have to get out of the 
rut of thinking that each pair of feet 
conforms to some pattern they have 
shaped before. Your customer’s feet 
are vital to her and she is right in 
maintaining that they have special 
needs. She relies on your experience, 





knowledge and ability to help take 
care of her particular shoe needs. 

“Our creed has been: ‘WHERE 
SHOES ARE FITTED, NOT SOLD’ 
and we continually abide by it. We 
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have many customers who do not 
need prescription shoes and this group 
is increasing considerably. These are 
people who are intelligent enough to 
understand the importance of good fit- 
ting. We would much rather fit shoes 
that do a preventive job than those 
needed after the damage is done.” 





\ \ 
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¢ “ADVICE, LIKE A PAIR OF 
SHOES, MUST always be measured 
by the size of the wearer’s feet.” With 
that as an opener, IRVING C. 
KREWSON, president of Irving C. 
Krewson Corporation and the Associa- 
tion of Buying Offices, told a meeting 
of the Smaller Stores Division of the 
N.R.D.G.A.: 

“Of all the jobs in retailing, I think 
the toughest one is running a smaller 
store. The head of the smaller store 
must be a ‘Jack of All Trades,’ and 
master of them as well. If he stops 
being a spark plug, his business dies. 
“Too often in the constant fight for a 
profitable operation, the smaller mer- 
chant overlooks the character of his 
store and thereby defeats the very pur- 
pose he is seeking, which is to make 
a profit built on a solid foundation 
and not a fleeting profit which destroys 
the basis of his business. 

“No store can be all things to all 
people. A store cannot decide it will be 
a high priced store today—a popular 
priced store tomorrow—and a base- 
ment operation the following day. It 
cannot switch every day and hope to 
retain its place and its character in a 
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community. This doesn’t mean a store 
remains static. All stores must be most 
aggressive in the lines in which they 
operate. 
“Every subject to 
changes in its economic status. A 


community is 


smaller store, particularly, must be 
constantly sensitive to these changes. 
It can meet the varying economic 
needs of its customers by constantly 
having its price lines under examina- 
tion to determine shifts of customer 
demands. The merchant should quickly 
strengthen and widen the selection in 
the price lines in which the activity in- 
creased and taper off on those in which 
demand falls off. It is a matter of roll- 
ing with the tide. If a merchant does 
this, he enhances his possibilities for 
making a profit and serving the needs 
of his community.” 


* * * 


GILDING THE LILY! An extensive 
program is under way to celebrate 
Fifth Avenue’s fiftieth anniversary in 
October. Grover Whalen, an old hand 


at organizing civic celebrations, is the 


chairman of the Fifth Avenue Asso- 
ciation’s Celebration Committee and 
already many of the merchants and 
corporations along the Avenue have 
accepted places on the various com- 
mittees that will be responsible for 
this celebration. 

Early plans indicate that for this 
fiftieth Fifth Avenue 
stores will deck their windows in gold. 
The city will add to the golden hue 


anniversary, 


with golden street lights, waste paper 

baskets and traffic lines for the torch 

light parade on October tenth. 
Exciting promotions are being 


planned to make this a noteworthy 
event in New York City’s history. 
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Profile... 


By ESTELLE G. ANDERSON 





HAT started out as a vacation, turned out to be a vocation! That, in 
in a nutshell is the two-continent transition that took place for Dr. 
Irving Tow. 

Dr. Tow, who once practiced dentistry in his native New York City, follow- 
ing his graduation from New York University’s School of Dentistry, is now 
the president of the biggest shoe chain in Argentina. Few of his friends and 
business associates know that Senor Irving Tow, the 58 year “young” con- 
genial business executive, is the possessor of a Dental Surgery degree which 
he earned while working his way through college as a part-time accountant 
and business efficiency advisor to a number of small manufacturers in the 
needle trades. 

After establishing a fairly successful dental practice, Dr. Tow received an 
invitation from his older brother in Buenos Aires to spend his vacation there. 
The brother is the owner of Casa Tow, one of the better quality department 
stores located on Florida Street, Buenos Aires’ prominent fashion center. He 
was contemplating installing an efficiency system in his busy department store 
and thought Dr. Tow’s advice would be most helpful. 


It didn’t take long for Dr. Tow to realize that the business world offered 
greater opportunities for expanding his talents than did his own profession. 
He decided to accept his brother’s offer to join his firm as an active partner. 

His next move, from Casa Tow to the Tonsa Company, was in the logical 
direction of a new venture, which evolved into his present successful operation. 


The Tonsa Shoe Company, a small, struggling family shoe chain located a 
few doors from the Casa Tow, was greatly in need of the doctor’s help to put 
it back on its feet. He came to the rescue. He reorganized the business; re- 
trained most of the selling staff and began revitalizing the company by steadily 
adding branch stores in various industrial sections of the country until today, 
thirty-seven years later, the Tonsa Corporation has “mas de 140 casas en toda 
la Republica,” as well as agencies featuring Tonsa shoes. Employes number 
over 2,000 well-trained men and women, many of whom date back to the 

[TURN TO PAGE 56, PLEASE] 
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Versatile Moc-Front 


The moc-front has always been a favorite with 
shoe designers because of the possibilities it offers 
for unusual details. Three such details are em- 
bodied in our Pattern Portrait selection. The apron 
and quarter are one piece. The upper part of the 
quarter terminates in an ingeniously contrived 
straight-edge overlay on the lace stay that follows 
the contour of the stay and changes its angle abrupt- 
ly just above its base. 

The attractive flowing line of its apron and quar- 
ter is defined by a narrow black piping. Further 
contrast to its rich Tobacco Calf is its black sole, 
lace and stitching. 

For further information write Boor AND SHOE REcORDER 
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THE SHOE SALESMAN: Key 


A planned program for promoting accessories is important but it takes the 


sales person at the fitting stool to get real volume in hosiery and handbags. 


OLUME sales of hosiery, handbags, and other 

accessories have a direct link to the fitting stool and 

the shoe salesman. Style, quality, and selection are 
important but it’s the salesman who leads the customer 
into other purchases. 

Caldwell’s, with seven shoe stores in the plains states, 
has done a good job on accessories for a retail shoe opera- 
tion. Their program is based on sales training of shoe sales 
personnel supplemented by extensive display throughout 
the store 

The first step in merchandising bags is to purchase the 
same quality of material and the same color as the shoes, 
John C. Caldwell, Jr., head of the firm, explains. The 
fashion theme of the shoes must also be matched. Suitable 
bags are bought to go with each individual pattern and 
color in stock at the time the particular shoes are being 
promoted. Mr. Caldwell points out, however, that this is 
not enough. 

“It takes the sales people at the fitting stool to secure 
volume on handbags. Therefore we insist that sales people 


Matching handbags and shoes have extensive display 
throughout the store. Wall display area contains repre- 





by BERNICE DECKER 


show hosiery and handbags before they close a sale on 
shoes. This lets the customer know that we have the co- 
ordinating items.” 

To help spur this program, Caldwell’s constantly holds 
contests among sales people on accessory items. The same 
commission is also paid on hosiery and handbags as on 
shoes. This is an important incentive. 

The manager of each individual unit holds a meeting 
with his sales force one morning each week. At this time 
new merchandise is shown and the selling points stressed. 
Most of the meeting time is devoted to accessories. Wearing 
qualities as well as fashion are covered. 

While serving a customer, a salesman gets from the 
hosiery and handbag girls the proper accessories for the 
shoes he is showing. If unable to complete the sale at the 
fitting stool, the customer is turned over to the accessory 
girl. In many cases the fact that handbags match shoes has 
helped sell additional shoes. 

This sales effort is supported by extensive display 
throughout each store. Bags, hosiery and other accessories 


sentative best selling styles of shoes, also of properly 
matching handbags. Table contains coordinated setting. 





to Accessory 


Selling... . 


are given coordinated treatment in a separate accessories 
department. Matching shoes and handbags are also dis- 
played within the shoe department itself. These include 
unusual wall display fixtures, all spot-lighted. Occasional 
tables in the department also include coordinated treat- 
ments. Thus, customers are constantly impressed with the 
fact that bags and shoes should be matched. The way is 
already paved for presentation by the salesman. 

This same program is carried out at all of the stores. 
These are located in Concordia and Manhattan, Kansas; 
North Platte, Fremont, and Grand Island, Nebraska; Sioux 
Falls, South Dakota, and Kansas City, Missouri. 


Below: Accessories department, Caldwell’s Kansas City 
store. Display case shows coordinated hosiery, handbags 
and other accessories with shoes. Shelf unit behind coun- 
ter shows wide selection of handbags. Bags are selected 
each season so that they are of same quality, material, 
color and design as shoes currently being promoted. 
Area beneath shelving contains additional storage space. 




















Above: Each display space plays up and suggests the 
idea of matching bags and shoes. This attractive and ef- 
fective wall display area highlights some of best choices. 
Display fixtures to the rear serve the same purpose. 














“Tell You What...” 


The employe training program at Rodgers Shoe Company, Bloomington, IlIl., is 


one of the reasons for the national recognition of this successful 76-year-old firm. 


ELL You What” is the title of a well read 
booklet at Rodgers Shoe Company in Bloom- 
ington, Ill. Subtitled, “An Introduction to 
Rodgers,” it is used in employe briefing and training. 
It is credited with building and keeping this 76-year-old 
shoe store a top shoe retailer in this central Illinois 
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farming area. 

The booklet is supplemented by a year-round sched- 
ule of human interest promotions and an alert mer- 
chandising program keyed to the needs of the com- 
munity. This program brought recognition to the store 
as a winner in the National Retailer Achievement 
award contest at the National Shoe Fair last year. 

Employe training is starred by Harold L. Coffman, 
manager. “Tell You What” is read by all new em- 
ployes. It is changed from time to time so that it is 
up-to-date. Therefore, it is constantly reviewed by all 
regular employes. 

At the beginning of each season, a series of weekly 
meetings is held to review the accepted selling methods 
as they apply to the footwear lines and types that the 
store has to sell at the time. Mr. Coffman explains, 
“We depend on the knowledge and suggestions of the 
experienced members of our staff to assist the newer 


members. At all times we stress the importance of a 
friendly, courteous approach with the customer. 
“Our employe training program generally is regu- 
lated to the apparent needs of our staff. Naturally, 
in our business, as in most retail businesses, we do 
have some slight turn-over of employes. Also, even 
[TURN TO PAGE 61, PLEASE] 


Above: information on style is an important part of 
sales training at Rodgers. Salesman Art Goetzke 
shows a customer matching shoes and bag. 


Salesmen are also expected to be well acquainted 
with stock. Parker Osborn unpacks a new shipment. 





New Styles: 
The Life-Blood of Business 


In the apparel field especially, radical 
style changes, by making the old styles 
look out-of-date, are a healthy stimu- 


lant to continuous business profits. 


by LEON A. FRIEDMAN 


SIGNIFICANT story went the rounds some years 

ago about a lady from New York meeting a 

lady from Boston. The lady from New York 
asked, “Where do you buy your hats?” The Boston 
lady replied, “In Boston we don’t buy our hats, we 
have them!” 

This wearing the same hats year after year, of course, 
is not typical of all Boston women. But the story does 
serve to illustrate the fact that, if articles of wear are 
not made to tempt feminine vanity into new purchases, 
business in those articles could well come to a stand- 
still and profits shrink into nothingness. 

Of course shoes wear out faster than hats. But if 
those who create new styles in shoes do not show real 
ingenuity in making styles look different as often as 
possible, women are apt not to purchase new shoes but 
will be content to wear the old ones until they drop 
off their feet. This is especially true in cases where 
women become wedded to “old shoe comfort.” 

In the apparel fashion field planned radical changes 
in style are the life-blood of business. Remember when 
fashion manufacturers were complaining about busi- 
ness and someone came up with “The New Look?” 
Women just had to have clothes in keeping with the 
new look or they were branded as out-of-date, old- 
fashioned. This made for a healthy stimulant to 
apparel business all along the line. 

Men’s fashions too saw the designers come up with 
the “bold look.” And more recently with the Ivy 
League type of clothes. And the results were a big 
“shot in the arm” for fabric makers, manufacturers, 
salesmen, retailers and everyone connected with the 
men’s apparel industry. 

In the shoe business it is perhaps more difficult to 
come up with drastic ideas that will change the entire 
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LEON A. FRIEDMAN is president of the adver- 
tising agency in New York of the same name. He was 
educated at Ohio State University and has been in New 
York in the advertising business since 1920. He was born 
in Circleville, Ohio, the town that gave Ted Lewis to the 
world of entertainment. In fact Ted, whose real name is 
Theodore Friedman, is a brother of Leon. Since coming 
to New York Friedman has handled the accounts of a 
great many shoe manufacturers and retailers. He believes 
that showmanship is as important in advertisng as it is 
in the theatrical world. 


fashion picture. But it has been done down through 
the years. In fact it is being done now in the matter 
of a new silhouette—the tapered toe look. 

Right now the shoe business—from those who make 
the wood, clear through to retailers, manufacturers and 
promoters of shoes—is experiencing a wonderful boom 


in business due entirely to this “new look” in shoes. 
The full force of the benefit to business 
radical change in styling is expected, according to the 


from this 


experts, to reach its full development in the spring 
season. Right now its strong impact on increased sales 

figures is being felt all over the nation. 
This fact of better business due to a new, more love- 
ly, more flattering silhouette for shoes, together with 
[TURN TO PAGE 62, PLEASE] 
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SALES TRAINING 





Applied Shoe Fitting 


NE of the prime reasons why large shoe outlets 
have grown is because of the buying con- 
fidence they have created in the “shoe wearing 

public.” Even today these successful operators are very 
liberal in their adjustment policies as compared with 
other so-called clever operators, who treat their custo- 
mers very discourteously. In a previous article, we 
mentioned that the shoe public is reluctant to trust the 
average shoeman because they fear misfits and mis- 
representations due to lack of knowledge about their 
feet and the product shoes. There are many people 
who have purchased shoes that they are unable to wear 
comfortably. They definitely feel it is the fault of the 
salesperson, and in many cases, even hold the manu- 
facturer at fault. The situation is aggravated when the 
customer returns to the store and requests that some- 
thing be done so that the footwear will be wearable. 
The personnel in some shops have been trained to 
handle these situations gracefully, thereby not only 
correcting an immediate situation but also creating 
enough “good will” for the store to insure future 
purchases by the grateful customer. On the other hand, 
some stores believe in making “that one and only im- 
mediate sale” and do not care how the shoe fits and 
are downright rude when the customer returns with a 
complaint, or requests an adjustment. The customer is 
usually insulted and made to feel, in no uncertain 
terms, that he or she is a nuisance and that the com- 
plaint is unjustified. Of course, this so-called shoeman 
only sees as far as his nose. A customer will never 
return to the store where misfits are the rule and 
satisfactory adjustments the exception. In fact, all 
friends and neighbors will be warned about this store 
and I know that many a store was forced out of busi- 
ness because of these “shady” methods. 

On the other hand, owners of some stores are not 
directly at fault because of poor handling of adjust- 
ments and complaints. They honestly believe in con- 
ducting their businesses properly. It is their employes, 
in whom they have the fullest confidence, who are the 
offenders. These sassy, petty tyrants who have very 
little consideration for customers, should be sorted out 
and properly re-trained so that our industry can 
recover from the harm done to it in the minds of 
millions of potentially good customers who just 
“dread” to purchase a new pair of shoes. If the Golden 
Rule prevailed, and shoe adjustors understood their 
problems and knew their obligations, then the industry 
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by SEYMOUR HELFANT, B.S., MS., 
L. L. B. 
Sales, Marketing and Personnel Training 


Consultant, Manager Smaller Stores 
Division, N.R.D.G.A. 


could probably manufacture and sell more shoes and 
better relations would exist between the shoe store and 
the consumer. 

You might say that a CODE OF ETHICS is neces- 
sary in this phase of shoe management, as well as a 
complete knowledge of human relations and a good 
sense of humor. It is just as easy to make an adjust- 
ment with a smile as it is to scowl and chase a 
potentially good customer from the store, thereby 
losing many hundreds of dollars of future business 
per customer. 

The whole attitude might be summed up in the 
following poem by Edgar A. Guest, representing the 
thoughts of the typical consumer: 

“The reason people pass one store 
to patronize another store 

is not because the busier place 
Has better stocks, socks, gloves 

or lace. 
The only reason, I believe, 

is in the treatment folks receive.” 

We shall now discuss some of the more common 
reasons for adjustments and complaints and tell how 
they may be handled to the satisfaction of the customer. 

1. Children’s shoes fitted properly but causing red 
marks and the beginnings of callous and/or corns on 
the fourth and/or fifth toes (small toes). 

If the salesperson honestly knows that the fit and 
last of the shoe are all right he should convince the 
customer that the fit is proper. This is done by trying 
on longer and wider shoes in the same stock number. 
The larger shoe will not be an answer to the problem. 
The customer can be shown that the larger shoe will 
be too large and therefore is not the correct size. 

The customer can also be shown that the foot 
perspires excessively. The insole turns very dark (al- 
most black in some cases) and the linings might even 
start to rot. Perspiration makes the shoes at least 1 to 
2 widths narrower. No matter what shoe the child 
wears, the same situation would recur unless certain 


precautions were taken. 
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How to Handle 


Complaints and Adjustments 





Handling adjustments requires patience and diplomacy. Complaints 
often are aggravated by indifferent or “smart aleck” sales people. 


First of all, the cause of the perspiration must be 
determined. In the case of children it might be caused 
by the materials used in the manufacture of the foot- 
wear, the shape or pattern of the shoes or the physical 
activity of the child. Since parents are particularly 
concerned with their children’s foot health, this com- 
plaint could be turned into a sale for an additional 
pair of shoes by explaining how alternating with a 
second pair every other day will help the accumulated 
perspiration evaporate from the shoe and result in the 
desired comfort. 

The added recommendation of a regular change of 
hose at least two to three times a day, with the use of 
foot powder sprinkled generously on the feet and in 
the shoes whenever the change of hose is made, will 
cause red marks to disappear. If the anxious parent 
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is honestly sincere in the desire to clear up the con- 
dition, an extra pair of shoes is a MUST. This method 
is very effective and has already been used with ex- 
cellent results when the parent followed directions 
properly. 

2. Adults fitted properly, to the satisfaction of a 
qualified salesperson, but the customer insists that the 
shoes became too tight after a few hours of wear. 
This, also, is caused by excessive perspiration which 
causes the shoes to become too narrow. The following 
are reasons why the foot will perspire excessively: 

A. Due to weak arches, or excessive weightbearing, 
the foot elongates and perspires excessively, 
making the shoe too tight. The toes are cramped. 

B. Flat feet cause a great deal of strain and cause 

[TURN TO PAGE 56, PLEASE] 
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The semi-open front invites 
window shoppers. There are 
5,000 retail shoe stores in Mex- 
ico City and aggressive retail- 
ing is a must. 


Left: the interior décor is rich 
and imposing. Carpeting is 
rose beige, with rugs of con- 
trasting color. No stock is vis- 
ible. Salespeople are bilingual. 


High 


HE Monte Carlo is a modern- 

istic fashion shoe salon featur- 

ing I. Miller and Millerkin 
shoes. It is quietly rich and imposing 
in décor with rose beige carpeting and 
rugs of contrasting color. A spacious 
winding white marble stairway, royal- 
ly carpeted in red, spirals to the second 
floor. Indirect lighting, sub-tropical 
planting and luxurious appointments 
make this one of the finest and most 
exclusive stores in the city. 

Since no stock is visible anywhere. 
the interior emphasizes simplicity and 
openness and gives an air of dignity to 
the salon, where style-conscious women 
come to supply their shoe needs. The 
clientele includes women from Hous- 
ton, Dallas, San Antonio, Kansas City 
and other prominent cities in the 
States who frequently visit Mexico 























Style Mexican Salon... 


This store, one of the finest in Mexico City, attracts women 
from Houston, Dallas, San Antonio and other U. S. cities. 


City. Salespeople are bilingual and 
have a very special way with their 
English speaking trade. 

A successful shoe operation in 
Mexico City requires the utmost in ag- 
gressive retail practices and merchan- 
dising know-how. Competition in the 
retail shoe business is keen, with more 
than 5,000 retail shoe stores to supply 
a population of close to four million 
people. Sr. Miguel Goldenberg, owner 
of the store, is a pioneer shoe man in 
Mexico and is also the owner and 
manager of a factory making I. Miller 
and Millerkin shoes under a licensing 
agreement. 

According to Sr. Goldenberg, aside 
from the usual high style, sophisti- 


Part of the bag department. Alligator 
bags and shoes can be purchased 
cheaper in Mexico than in the States. 





cated types of shoes, there is a constant 
demand for shoes and bags made of 
alligator skins. The largest consumers 
of these are American tourists. Mex- 
ico’s source of supply for these skins 
lies in the enormous swamps and 
numberless rivers in the southeastern 
part of the country, with a sufficient 
supply generally available. Shoes and 
bags made of these skins can be pur- 
chased in Mexico at cheaper prices 
than in the United States. 

At one time, American made shoes 
were imported into Mexico in large 
quantities and some stores with ex- 
tensive stocks were engaged in selling 
American shoes exclusively. Mexican 
manufacturers lodged strong protests 


The winding marble stairway, carpeted in red, leads 
to the second floor salon. In spite of its imposing 
decor, there is an air of friendliness in the store. 


with their government. The govern- 
ment responded with constant increases 
in the rates of duty on imported shoes 
but the buying public seemed willing 
to pay the increased prices that the 
higher duties made necessary. In order 
to actually stop importation, the gov- 
ernment finally decreed that a special 
permit would be required on each 
order placed by a merchant for the 
importation of American made shoes. 
This special permit served its purpose, 
since it offered such obstacles to the 
importation of shoes that imports 
practically stopped. 

As an alternative, several American 
manufacturers entered into working 
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September Weather 


Above normal rainfall is predicted for the East, Lower Mississippi 
Valley and Northwest. Dry in the South Central and Southwest. 











EVERE storms in the Atlantic— 
one or two reaching hurricane 
intensity—should be the weather 

highlight this September. Rainfall is 

expected to be above normal in most 
sections of the East, Lower Mississippi 

Valley and extreme Northwest. In con- 






trast, extremely dry conditions are 
forecast for the South Central and 
Southwest regions. Temperatures - 
should be warmer than normal in most 
sections of the country, especially in 
the Central States. The following is a 


more detailed forecast, by region: 


Area I: Northeast 






One or two storms might reach hurri- 
cane intensity this September and ex- 
tremely wet conditions are forecast for 
most of the eastern seaboard. State- 
wide rainfall should average about 150 
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per cent of normal but many coastal 
stations will be much wetter than this 
average. Temperatures will be slightly 
warmer than usual and warmer than 
last year. 


Area II: Great Lakes 


Northern portions of this region, in- 
cluding Michigan and Wisconsin, will 
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be drier than normal. However, much 
wetter conditions are expected in the 
extreme southern sections of Indiana 
Temperatures should 
range two to four degrees above nor- 
mal and as much as six to eight de- 
grees warmer than last year. 








and Illinois. 











Area III: Southeast 





The probability of severe off-shore 
storms will be greater than usual this 
September and at least one storm is 
expected to reach hurricane intensity. 
As a result, states bordering on the 
Atlantic Ocean will be much wetter 
than normal. Temperatures will be 
near normal along the coast and above 
normal in Mississippi and Tennessee. 








Area IV: North Central 


The extreme southern portions of this 
including Kansas, 
Missouri and southern sections of 
Iowa and Nebraska, will be unusually 
[TURN TO PAGE 64, PLEASE] 






expansive area, 
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An interview with J. G. Schnitzer. 


EOPLE’S shoes—or their lack of them—always 
are a good test of their degree of cultural and 
industrial advancement. In recent years, the 
people of the Far East have made great strides toward 
better living. Along with their awakening desires for 
better food and better homes is the age-old wish for 
better apparel and footwear. Recently (June 17-24), 
representatives of 12 nations met in Madras, India, to 
swap ideas on how to stimulate the increased use of 
footwear in the Far East. The meeting was sponsored 
by the Economic Commission of Asia and The Far 
East (ECAFE), a unit of the United Nations. The 
United States delegate was J. G. Schnitzer, the director 
of the Leather, Shoes and Allied Products Division, 
Business and Defense Services Administration, U. S. 
Department of Commerce. In this exclusive interview 
with the editors of the Boot anp SHoE Recorper, Mr. 
Schnitzer tells something of the Madras meeting and 
how the governments of some Far Eastern nations pro- 
pose to go about providing their citizens with more and 
better footwear. 

Q. What nations were represented at the recent meet- 
ing in Madras, India? 

A. There were 12 different countries represented at 
the meeting in Madras. These were Japan, Indonesia, 
Burma, Malaya, India, Afghanistan, United States, 
Netherlands, Yugoslavia, France, U. S. S. R., and 
Pakistan. 

Q. What was the purpose of the meeting? 

A. The purpose of the meeting was to improve the 
condition in small industries and to help in the market- 
ing of handicraft products in those areas. 

Q. What is the estimated total annual production of 
leather footwear in the Far Eastern countries? In India 
alone? 

A. The total annual production of all leather foot- 
wear in Asia and the Far East is estimated at 132 mil- 
lion pairs. In India, production is about 45 million 
pairs. 

Q. How does this total annual production of leather 
footwear compare with production of sandals? 

A. According to reliable estimates, about 50 per 
cent of the total production is in sandals. 

Q. What is your estimate of the potential develop- 
ment of the leather footwear industries in India and 
these Far Eastern nations? How high do you believe 
they can go in producing and consuming leather foot- 
wear? 
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Shoes in the Far East 









J. G. SCHNITZER, the U. S. Government’s fore- 


most leather expert, represented this nation at the meet- 
ing in Madras, India. With delegates from 11 other 
countries, he contributed advice on stepping up the uses 
of hides, skins, and leathers. Mr. Schnitzer is director of 
the Leather, Shoes and Allied Products Division, Busi- 
ness and Defense Services Administration, U. S. Depart- 
ment of Commerce. 


A. It is my opinion that the potentials for leather 
footwear production and consumption in Asia are both 
very favorable. For example, due primarily to the very 
low per capita consumption of footwear in Red China, 
the present per capita use in the Far Eastern area is 
less than one-tenth of one pair. In a comparatively 
reasonable period, this could be raised to one-half of 
one pair, provided purchasing power in India and simi- 
lar countries is substantially improved. When you 
realize that the annual income of workers in India is 
less than $150, you can see the sales potential when 
spending power rises. It is my observation that the 
Indians like footwear and will buy sandals as soon as 
their incomes permit and then will change to shoes 
when incomes go still higher. 

Q. Do you believe the planned development of the 
leather footwear indusries in these countries is related 
exclusively to their markets for home consumption, or 
is it related to the planned development of their export 
markets? In India, for example, do you believe India 
may become the manufacturing center for footwear for 
the entire Southeast Asia area? 

A. At the present time these countries are primarily 
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Early Boston Fall 
Selling Led by Black 


ALTOUGH whites continued to domi- 
nate the picture during Boston’s July 
clearance sales, beige ran a_ close 
second in some stores. High style re- 
tail outlets which took delivery of fall 
styles in July reported an early call 
for black suede and black smooth calf 
long before formal fall openings. These 
in most cases were scheduled for the 
first week in August. 

One shoe department in which de- 
mand was noted for autumn shoes was 
that in the Bonwit Teller store in the 
Back Bay shopping section. Black 
suede and black smooth calf in pointed 
toe pumps had sold “rather well,” it 
was said. Brown, too, had been bought 
as early as mid-July. Bulk of the 
volume, however, was contributed by 
casual types, many of them flatties in 
leather and straws, in natural and in 
white. Pastels — among them yellow, 
blue and pink — were in demand for 
wear with summer frocks. 

An increase of ten per cent in June, 
followed by a similar gain during the 
first two weeks of July was reported by 
the Solby Bayes Company on Winter 
Street in the downtown shopping area. 
Here it was reported that the demand 
for white shoes had been almost 
equalled by the call for beige. One of 
the best selling numbers was an all- 
over white calf pump. Spectators in 
brown and white and in blue and white 
also sold well, as did brown ombres, 
multi-colors and some pastels. Here, 
too, it was said that dark colors had 
begun to sell and plans had been made 
to show fall shoes in the windows be- 
fore August 1. 

Whites in all-over calf leather, or in 
calf with nylon mesh, were found to 
be the most in demand at the Curtis 
Enna Jettick store on Tremont Street. 
Spectators sold well during the annual 
clearance sale scheduled to end July 
31. Blue was also a favorite and there 
had been a continuous demand for 
black mesh pumps. Sales figures were 





said to be well ahead of last year. 

An early demand for heavier types 
of shoes for men was reported by Coes 
& Stodder, on School Street, near the 
financial district. Scotch grain leathers 
were most in demand, in brown. Sum- 
mer business to date was reported to 
be about the same as last year. 

* * ” 


Chicago Fall Promotions 
Follow Dull Summer 


EARLY fall dress shoes and back-to- 
school shoes are sparking Chicago’s 
retail business. Retailers are also con- 
centrating on clearing shelves of sum- 
mer merchandise. 

Summer has been a disappointment 
in most quarters. Three straight weeks 
of cold rainy weather in May and the 
same for almost the entire month of 
June hurt. 

However, opened up whites and 
other summer types, including sandals 
and broad strippings did well. Stocks 
are fairly clear on these types despite 
the slow business. This was especially 
true of straws. It was the closed shoes, 
whites and colors, that remained on 
the shelves. Casual business was late 
in opening and volume has been on the 
less expensive and washable types, 
even in the better departments. Al- 
though many of these styles sold out, 
this trend has hurt better casual busi- 
ness. Clear vinyl held steady through- 
out the season, requiring some size- 
ups. Meshes were good in both closed 
and open types. 

Black has persisted throughout this 
season. Black patent hung on even 
through June. Right now the activity 
is in the lightweight transition shoes, 
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A sense of fabric texture is achieved here through skillful use of line drawing. 
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although a few definitely early fall 
shoes are sold. Most of the latter go 
to out-of-town visitors who are crowd- 
ing Chicago these days. 

The college shops are open and back- 
to-school shoes are selling to a degree. 
With Bermuda shorts an accepted 
campus costume, the tailored casuals 
in moccasins, bubble and conventional 
saddles, and bicycle bals are getting a 
lot of attention. The girls seem to be 
accepting the more pointed toe ver- 
sions. * * * 


Baltimore Retailers Get 
Set for Fall Business 


CLEARANCE sales have occupied the 
attention of most Baltimore retailers 
during the past few weeks as the first 
step to preparing their shelves for fall 
footwear. Business was reported fair 
to good. 

At least one store reported that the 
indestructible black patent shoe was 
good volume at the clearance counter 
especially in the tapered toe. 

An important shoe style here recently 
has been a black textured-leather pump 
in closed toe and heel. Sling back heels 
in the same style were also very good. 
Vinyl Spring-o-lators were good as 
were natural straws in casuals and 
sandals. 

Talk here indicates that retailers 
expect the pointed toe to take over all 
price brackets in fall shoes especially 
in black suede and black calf. 

Business has been edging ahead of 
last year for most stores by about ten 
per cent, although one retailer claimed 
an increase over the same month last 
year of fifteen per cent. 

* ~ * 


No Longer Seasonal, 


Miami Enjoys Volume 


EveN for Florida the weather has 
been unusually hot of late and it is 
being reflected in shoe sales. Volume 
continues to be heavy but may be di- 
vided into three classifications. 

First, the casual shoe. The local 
residents have learned that this is the 
time of year when feet need to be 
pampered. Casuals are available in 
high, medium or low wedge, in flats, 
in straps, slings or pumps, in soft 
leathers or in fabrics. In this area a 
woman can go shopping, to the beach, 
to cocktails, with a comfortable, casual 
shoe and be well and suitably dressed. 

The second factor is the reduced sale 
price being offered. This is particularly 
true in the more exclusive shops on 
Lincoln Road or in the hotels. The 
summer vacationist who has made this 
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NOW 


TALON SHU-LOK FASTENER 
IN NEW, SMALLER SIZE 


i. 
BOYS, GIRLS, YOUTHS, 
AND MISSES’ SHOES 


(down to size 12/4) 









This new, smaller Talon Shu-Lok fastener (size 2) 
promises to be another sensational success. Many 
leading manufacturers have already made it a major 
feature in their current lines, and their good judgment 
has been borne out by Shu-Lok’s instant and enthusi- 
astic reception among consumers. 








Shu-Lok offers the priceless combination of newness, 
style, and modern convenience that the youth of 
America wants. If you’re planning for profit, include 
Shu-Lok in your plans. 


BOTH SIZES NOW AVAILABLE 
FOR PROMPT SHIPMENT 


Until recently, limited production 
made it impossible to keep up 
with the rapidly rising demand 
for TALON Shu-Lok fasteners. 
Now, production facilities have 
been substantially expanded and 
we can fill all orders for Shu-Lok 
fasteners in sizes 1 and 2. 





















Retailers! Ask for the new store 
promotion kit which includes: 







* Window display units 






+ Interior display units 






+ Publicity release ; . } 
+ Newspaper ad mats * Fy G) 
* Radio and TV spots ' ee 
+ Instruction: booklet 
+ Stuffers 










fastener 


For further information write to: 
Talon, Inc., Shu-Lok Fastener Div. 
Meadville, Pa. 
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More children than ever before will be catching school buses this year—and a 

lot of them will start getting ready at your store. It’s time to SIZE-UP! You can 

get immediate delivery from our complete in-stock department. Size-up today 

and avoid the last-minute rush. Build up your basic stock and get the extra 

pairage that will mean extra profits. If you would like to see our latest catalog or 

ANNIVERSARY fam have a representative call . . . drop us a line. Terms 5%—30 days f. o. b. 
YEAR ; Reading, Pa. 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 


Curtis-Stephens-Embry Co., Reading, Pa. “3 


Style 9953 Style 7136 Style 140 Style 4952 (4962) 


Protektiv’ MODERN AGE MODERN AGES mExtra Suporte 


for good fit as for every age Official Girl Scout and for extra support 
the foot develops Brownie Scout Shoes when needed 


























CURRENT CONDITIONS 
IN 


SHOEMAKING CENTERS 











New England 


EvEN though backlogs of orders are not as large as they 
would like to have them, New England manufacturers of 
women’s shoes are optimistic. Those who have completed 
shipment of early fall orders are confident of re-orders by 
mid-August at the latest. Others, whose business has 
lagged to date, now report the receipt of late orders some- 
what larger than originally had been expected. Salesmen 
now in their territories report that early retail selling of 
fall lines indicates a healthy demand which should reach 
its peak some time in September. In-stock departments 
are being built up. 

There is, of course, much discussion of what type of last 
will eventually succeed the extreme pointed toe. While 
many see a prolonged demand for the current version, 
others contend that a modified taper, if introduced, might 
be productive of more volume. They believe that women 
not yet converted to the extreme point toe might be 
willing to accept a toe shape somewhere between that ex- 
treme and the more conventional, rounded toe. 

New business is being received spottily by men’s shoe 
manufacturers. In this segment of the industry, however, 
early orders were large and production in most plants 
has been near capacity. Some, in fact, are having trouble 
meeting delivery dates set by their customers. 


New York 


SHOE manufacturing in New York is spotty. There are 
orders and enough cutting on hand to keep production at 
a good level for the present. However, many of the manu- 
facturers indicate that the outlook for the future, at this 
particular time, is not as good as expected. Retailers con- 
tinue to be cautious and the orders they have placed for 
early fall shoes have not been as full or comprehensive 
as manufacturers would like them to be. 

The general feeling is that this is merely a temporary 
condition. With a pickup at the retail level, merchants 
will undoubtedly realize they are inadequately covered for 
merchandise and will place their orders for “rush .. . 
immediate delivery.” 

For the time being, black is the most important color 
in men’s, women’s and children’s shoes in the orders that 
have been placed. As yet, there has been no indication 
of a preference for any particular promotional fall color. 
Dark reds and the cordovan colors have a slight edge. As 
retail trade gets under way, customers will decide whether 
it will be black all the way through the season or whether 
some other color will take the lead. 

In women’s shoes, the emphasis is on suede first, then 
smooth and a great deal of interest and activity in textured 
leathers. The narrower, tapered toe has been specified as 
the major portion of the shoes on order and most factories 
are trying to meet those specifications. At the same time, 
there is still the problem of slow and insufficient availabil- 
ity of the new wood that is hampering production and cre- 
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ating a bottleneck. Manufacturers are anxious to maintain 
production on open type shoes as well and many of them 
report good business. 

Men’s shoes are tending toward more subdued toning 
and the emphasis is on black first, dark shades of brown 
and the darker shades of tan. 

Expectations are that business in all categories will 
accelerate on both the manufacturing and retail level and 
manufacturers are all set for the go ahead signal. 


Chicago 


Most retailers are waiting for early reactions on fall 
shoes before they place orders for second run shoes. This 
means those for November and December delivery. There- 
fore, manufacturers are waiting to get production sched- 
ules in full swing. Some of the best accounts are as much 
as three weeks late. They will, however, have to place 
their orders this month. Full commitments usually are all 
in by now. But most buyers want the feel of what will sell. 

There is no doubt that the new lasts will be accepted. 
The question is how much should be the extreme pointed 
toes and how much the modified version. The modified 
version still receives the volume of orders. Buyers are 
definitely looking for new adaptations in the August and 
September runs. They have made special off-season trips 
to the markets to find them. There is a strong feeling 
that there has been too much emphasis on the closed shoe. 
New patents will probably have a greater percentage of 
opened up styles, particularly in broad stripping treat- 
ments. 

Black continues to take the heaviest percentage of or- 
ders. However, red shows persistent strength. Some vol- 
ume buyers are ordering as many as five styles from a 
single resource. Vinyl has become practically a staple 
with a steady flow of fill-ins since February, 1956. There 
are heavy buys in sandals and other dress shoes in this 
material. This trend is expected to accelerate as the 
evening shoe season approaches. 

Most slipper commitments are now on the books. The 
same is true for first buys of fabric casuals, which now 
have a year round range. In fact, fabric and other inex- 
pensive casuals are showing early strength. Many houses 
are extending their line of inexpensive casuals and reduc- 
ing the number of styles in the upper bracket numbers. 


St. Louis 


MANUFACTURERS in St. Louis are at present working 
at a steady and rewarding clip. Some have gone into lim- 
ited overtime, and others report that overtime is just 
around the corner. Only a few fall short of capacity 
rating. 

Shortage of lasts continues to be a problem here, but 
most shoe manufacturers put no blame whatsoever on the 
last manufacturers. The last houses cannot be blamed, 
[TURN TO PAGE 65, PLEASE] 





















Washington 


Newsreel 
[CONTINUED FROM PAGE 20] 


from 3¢ to 4¢ with the charge for each 
piece of enclosed mail in business re- 
ply envelopes raised from 1¢ to 2¢. 
Notices of undeliverable mail are 
now 5¢, up from 3¢; the cost of peri- 
odic correction of mailing lists is now 
$1 minimum, up from 25¢, for more 
than 20 addresses, and the charge per 
name is 5¢, up from 1¢. 
* * * 


A big part of the government’s money 
worries would vanish if Congress could 
work up the courage to set up a na- 
tional lottery, a New York congress- 
men tells the House. 

Rep. Paul A. Fino, R., N. Y., says 
a legitimate national lottery would en- 
rich the U. S. Treasury by $10 billion 
a year. 

This tidy sum would make possible 
some worthwhile tax cuts, Mr. Fino 
points out. 

Some recent public opinion polls 
show that 57 per cent of the adult 
U. S. population favors a national 
lottery. 

Britain finally set up a national lot- 
tery recently. In the first four months 
of operation, the British Treasury col- 
lected $175 million from 2.2 million 
ticket buyers. 

2 co a 
The Internal Revenue Service is find- 
ing that taxpayers are getting better 
at filling out their income tax returns. 
This is gratifying to the IRS, for fewer 
mistakes mean that the government 
can settle its books earlier and can keep 
the overhead cost down. 

Year before last, the IRS spent 
nearly $7 million in assisting about 
15,000,000 taxpayers in preparing re- 
turns. A total of 12,000 IRS agents 
spent 360,000 man-hours in counseling 
taxpayers. 

Last year, however, only 11,000,000 
taxpayers asked IRS for help, thereby 
cutting the cost of assistance to 
$3,264,000. 

* * * 

The Eisenhower Administration reas- 
sures Congress it intends to stand firm 
against trading with Communist China. 
The ban will stay in effect as long as 
Red China is a threat to the security 
of the United States, Ike’s Secretary 
of Commerce, Sinclair Weeks, tells a 
Senate committee. 

Mr. Weeks also tells the senators he 
suspects Britain and Japan, who re- 
cently decided to develop their trade 
with Red China, have over-estimated 
the potentialities of such trade. This is 
true because Red China’s factories are 
producing few quality consumer goods, 
and also because the caprices of the 
Red China government are such that a 
continued flow of goods cannot be 
counted upon. (Communist countries 
have a way of getting non-Communist 
nations to depend upon regular ship- 
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ments of goods and then abruptly cut- 
ting of shipments, forcing the buyer to 
develop new sources of supply.) 





Dr. Irving Tow 

[CONTINUED FROM PAGE 38] 
original six stores. Some of them are 
now members of Dr. Tow’s executive 
staff. 

The Tonsa Company buys from ap- 
proximately 150 factories out for a to- 
tal of 1300 that are located in Argen- 
tina. Only about 10 per cent of the total 
purchases are from the United States, 
Italy and France. 

Dr. Tow is happily married. His wife 
is a native of Argentina. They have 
two children—a 21-year-old daugh- 
ter and a 16-year-old son. When asked 
if his son shows any inclination for 
following in his footsteps, Dr. Tow an- 
swered: “One can never tell, my son 
may start where I left off, at a dental 
chair.” 

As for hobbies, Dr. Tow says: “Mine 
are probably the same as those of most 
men over 50—golf, bridge, gin rummy 
and doing the samba.” 

Tonsa proclaims it is “La casa que 
mas zapatas vende en Sud America.” 





Applied 

Shoe Fitting 
[CONTINUED FROM PAGE 45) 
the feet to perspire. 

C. Other foot defects such as metat- 
arsalgia, etc. 

D. Improper weight distribution—es- 
pecially in women’s heel shoes, 
causing a pressing on nerves and 
blood vessels. 

E. Materials used in the manufac- 

ture of shoes that do not permit 

perspiration to evaporate freely. 

. Nervous tension. 

. Short or close fitting hose. 

. Soles that are too heavy and rigid 
cause extra energy to be used in 
walking. 

I. Improper use of half innersoles 
that slip around under sock lin- 
ings. Too many used or a nonpor- 
ous type used. 

We might add that shoes fitted too 
narrow will cause the foot to perspire 
as well as shoes fitted too large. The 
large shoes require added effort and 
energy to keep them on the feet. 

3. Shoes cause blisters in the region 
of the ankle bone. This is a very com- 
mon thing, especially in the case of 
children, and should be taken care of 
properly if the adjuster does not wish 
to antagonize the customer. This area 
should always be checked when fitting 
children. If the counter of the shoe 
digs into the ankle bone then the shoe- 
man should be alerted. Most fitters 
use a felt or cork heel cushion to lift 
the heel and with it the ankle bone, so 
that there will be no cutting. This in- 
variably causes the heel seat to move 
around as it is never replaced properly. 
In most cases it results in a sloppy job. 
Instead, I use the BALL & RING 
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(bunion stretcher), inserting the ball 
on the inside of the counter in the 
area of the ankle bone, forming a 
pocket along this area, just as is done 
when making a pocket for a bunion. 
When this operation is completed, it is 
wise to fold whole edge in this area 
over to the outside so that even though 
the counters and the upper part of the 
shoe reach the ankle bone, they will 
not dig into the bone, but will by-pass 
it and actually cover it up. This will 
then eliminate the use of heel pads and 
produce a much cleaner job on the shoe, 
in all cases to the satisfaction of the 
customer, who detests seeing a new 
shoe doctored up unnecessarily. How- 
ever, if this method is not effective 
enough and you feel that you obtain 
better results with heel pads, then by 
all means keep using them. 

In the next article, we shall discuss 
additional ways of making scientific 
adjustments and will show how com- 
plaints may be taken care of to the 
satisfaction of all concerned, at the 
same time creating good will and con- 
fidence. 





South Seas Influence 
Colors of Women’s Shoes 


GLOVERSVILLE, N. Y.—In addition to 
the officially-adopted range of women’s 
shoe colors for resort, spring and sum- 
mer, G. Levor & Co., Inc., and its affili- 
ate, Tan-Art Co., Inc., here, is present- 
ing a promotional group of Polynesian 
tones. 

It is expected that high-fashion de- 
signers in ready-to-wear and accesso- 
ries will seek modification of vivid 
Caribbean colors which are already in 
mass-market lines. The trend toward 
tropical tones is strong enough to 
carry muted versions of native brights 
into softer colorings, particularly those 
associated with South Seas Islands. 
The new, world-interest in Paul Gau- 
guin’s paintings augments the pros- 
pect of a Polynesian influence. 

Colors in the special group spon- 
sored by Levor; in calf, are Hibiscus, 
a pinkish red; Nude, a flesh tone; Fiji 
in Sunita, a grained finish. In Tan- 
Art Suede Kid, Tahiti, a rosy taupe; 
Fiji; Pago, a spicy brown; Eye 
Shadow Blue. In Glovey kid, a bright 
blue called Lagoon. 





Christian Dior Shoes Names 
Fashion, Publicity Director 


New York—Mrs. Helene Obolensky 
has been appointed publicity and fash- 
ion director for Christian Dior Shoes, 
it was announced by the vice-president 
of the firm, Frank C. Brandon. 

Mrs. Obolensky is well known in the 
fashion field here and abroad as a 
former fashion editor of Silhouette in 
Paris and Town & Country magazine. 
She joined General Shoe Corporation 
last November from Elizabeth Arden 
Sales Corporation where she was coor- 
dinator for the Couture division. 
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Pre-Cemented soles activated in seconds with 
United’ s new RADIANT HEAT ACTIVATOR — Model C 
.. even the new “high temperature” cements... just set the 
temperature control and you're ready to go. 
The new Radiant Heat Activator works “hand-in-hand” with your 
sole attaching press. Wide open design gives you room to lay out and 
activate soles, pre-warm bottoms, and attach in a natural handling 
cycle. Check these outstanding features: 
COMPLETE CEMENT ACTIVATION... uniform heat through 
engineered design activates all cements designed for this type of activation. 
CONTROLLED HEAT... “fingertip” heat adjustment can be pre-set 
for any cement and soling material — in many cases eliminates the sole 
moulding operation even on high heel work. 
OPERATOR CONVENIENCE... legs and shelves are adjustable 
for operator height — awning and baffles help contain heat for operator 
comfort. 
For further information on the surprisingly low cost and an actual 
“in-factory” demonstration of the new activator contact your local 
W/ office. 
UE Rodiant Heat Activator— Model C 


shown above with UAC Cement Sole UNITED SHOE MACHINERY CORPORATION 
Attaching Machine — Model C. , Boston, Massachusetts 
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THE WORLD’S 
LARGEST CONSUMER LARGE LOOP FASTENER 


ADVERTISING CAMPAIGN on all models... 
FOR RAINBOOTS! 


This new fastener has 
one large loop for 
easy-on, easy-off. . . 
is flexible for 


LARGE DECORATIVE BUTTONS (Que _— ba 
on all models... guaranteed rust-proof ; 


eae od. @ Any .U  -5 ee on o 
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+808 FORM FIT 
for Medium Heels 


#909 FASHION FIT 
for HighsHeels 


for low heel 
the ALL-Tl 


by DEMAND .. now in 
ALL <-> MODELS! 
RAIN DEARS in the 


wew SATIN 


SATIN CLEAR and SATIN SMOKE * UNIVERSAL FORM FIT — FASHION FIT 


Shipping from 3 different points. 


Factory in LOS ANGELES Warehouse in CHICAGO _ Factory in NEW 
j41 £ Third Street 7 a 9 


YORK 


ah ac th 
>. Wadd ‘ } pA 


r _ \ 
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10,000 Pairs of Old Shoes 


Loncmont, Coto.—When Keith Cummings, owner of 
Cummings Shoe Store here, launched a sales building con- 
test which awarded youngsters in the central Colorado 
community points toward valuable prizes in return for 
each pair of old shoes brought in, he expected an active 
response. 





He was surprised, however, when the month-long contest 
turned up no less than 10,000 pairs of old shoes. “We could 
scarcely believe that there were 10,000 pairs of discarded 
shoes in a community of only 12,000 people.” he said. 

Prizes for the contest included a bicycle, a portable 
radio, wrist watches, and toys. Whereas Mr. Cummings had 
expected that 20,000 points would win the bicycle, the top 
total turned in was 151,000 by one youngster. He col- 
lected literally barrels of old shoes in addition to attract- 
ing scores of customers, each of whom registered 100 points 
for their favorite youngsters in making a shoe purchase. 


one the sidewalk in front of the store, as shown, making 
a pile 22 feet long. All of the 10,000 pairs were given to 
Good Will Industries, a charitable organization in Denver. 

Net results were an all-time record sale of children’s 
shoes for a one-month period and making the store familiar 
to thousands of people in the Longmont trading area. 


SHOE ENOUGH 
By Bess Ritter 

Although it’s doubtful that the average English shoe 
retailer believes in them, many odd superstitions in regard 
to shoes are prevalent in different parts of that country. 

In Northumberland if a flat-footed person is the first to 
enter a shop or a house on New Year’s Day, he will bring 
ill luck with him for the next 12 months. But if a person 
with a high instep steps inside instead, good fortune will 
accrue to its proprietor or owner. 

In Northeast Scotland those born feet first will have the 
power to heal all kinds of sprains, lumbago, and rheu- 
matism by trampling on the affected part. 

All over the country it is considered to be unlucky to 
meet a man with flat feet on a Monday morning. How- 
ever, such a misfortune can be safely averted by returning 
home immediately, eating and drinking, and starting out 
afresh on the journey again. 

Another nation-wide belief concerns placing a person’s 
boots on a table or a chair, which should never be done 
because the owner will be doomed to meet death by hang- 
ing. The Duke of Wellington was in such dread of this 
superstition that he is credited with dismissing an old and 
valued servant because he placed his fiancee’s boots on a 
table. A second less grim version of this superstition is 
that putting a pair of boots on the table will foretell a 
quarrel. 





The venerable footwear was stacked in paper cartons 








WHY PACTFATE PROTECTED LINING 


IS THE GREATEST SALES STORY AFOOT... 





iL 


for men’s, women’s 


because: PACIFATE 


e shoe linings add more sales value at less cost 


than any other new shoe feature. 


e durably prevents reinfection of athletes foot 


from shoe lining. 


@ retards foot odor due to bacterial decay and 


perspiration. 


®@ preserves leather from cracking and keeps shoes 


from getting out of shape. 
@ is chemically treated to resist rot and wear. 


Send for informative booklet, “I Wonder What My Parents Know About My Feet”. 
PACIFIC MILLS INDUSTRIAL FABRICS, a division of Pacific Mills Domestics Corp. * 
p 


Dept. P4, 1430 Broadway, New York 18, N. Y. 


PACIFATF is the ONLY lining EVER approved by the National Foot Health Council. 


Th’ Ss 


‘and children’s shoes! 


OTHER FAMOUS PACIFIC MILLS SHOE LININGS: 

@ PACITWIN—a two-in-one wrinkle free lining of 
flannel and drill. 

@ PACIDURA —a non-fray, shrink resistant, cotton 
lining. 

@ PACITEEN — a dyed suede finish lining, especially 
for slippers. 
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“Tell You What’ 


[CONTINUED FROM PAGE 42] 


been over the material many times, it 
becomes necessary for all of us to re- 
fresh ourselves with some of the ac- 
cepted selling methods For that rea- 
son it is our policy to file all beneficial 
material to be found in the Boor AND 
SHOE RECORDER and other trade publi- 
cations.” 

In all training sessions the impor- 
tance of well fitted shoes is stressed. 
The booklet comments, “We at Rodgers’ 
take pride in the fitting quality of the 
shoes we send out—not only in size and 
width, but as it applies to the style or 
type needed for a particular foot type. 
This is one good reason for the con- 
tinued operation and growth of this 
store over a 75-year period.” 

There are detailed instructions in the 
booklet on fitting techniques. These are 
followed by selling information. It is 
pointed out that successful sales people 
build a regular trade for themselves 
that is so extensive that they are busy 
even on slow days. Sales people are 
urged to train their customers to shop 
on off days so that they can be given 
more time and attention. 

Sales personnel are instructed to 
learn the color of the outfit or the kind 
of use for which shoes are being pur- 
chased. 

Rodgers takes advantage of the fact 
that Bloomington is a college town. 
Part-time help is drawn from the two 
local universities—Illinois Wesleyan 
and Illinois State Normal. This gives 
store management a closer view of the 
needs of the student trade. It provides 
an excellent opportunity to keep stu- 
dents interested in the merchandise. 

Each year during November “Stu- 
dent Appreciation” coupons are circu- 
lated for a week to acquaint new stu- 
dents with the store. These allow a 
complimentary discount. 


Review of 
the Retail Trade 


[CONTINUED FROM PAGE 51] 


area almost as popular during July as 
in January, is thrilled at the opportu- 
nity to buy high style shoes at 25, 40 
or even 50 per cent discount. Miami 
has long had a reputation for being 
the place where summer shoe styles 
are born, and visitors come here with 
the feeling that one of their “must” 
purchases is at least one pair of high 
style shoes. The fact that the “season” 
is over and what is now being offered 
is the leftover stock, which must be 
closed out so as to make room for the 
incoming styles, does not affect cus- 
tomers. The shoes offered now are all 
the high style of the early season and 
will be new and different when worn 
back home. 

The third factor which is building 
up sales volume is the woman who is 
traveling. Her shoe must be more con- 
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servative than the one she would ordi- 
narily wear here. Classic pumps are a 
big favorite and a breeze-cool mesh 
open or closed toe strap sandal is 
popular. As to colors, black, beige, 
white or brown are good in the travel 
shoe. 


Casual shoes are different this sea- 
son in that there is emphasis put upon 
exquisite detailing. A plain “tailored” 
shoe is not popular now but some of 
the leading shoe dealers are predicting 
that more of this type will be in the 
picture next season. 


Straw continues to be popular and 
is one of the best selling items at this 
time. In colors, it is too early to pre- 
dict for next season, but the pale look 
created by beige or gray or a few 
pastels, which were popular during the 
season up to now, will give way to the 
more vivid tones. At least that is a 
prediction among some of the buyers. 


OCs) o's 


Fall Patterns Appear 
On St. Louis Shelves 


RETAILERS in St. Louis are going to 
be hung with a few summer shoes. The 
inventory problem is not serious, or so 
each retailer questioned is quick to 
reply. Clearances have been in prog- 
ess all during July, with as much as 
50 per cent off regular prices. At these 
reductions, all categories of shoes are 
selling steadily, but not madly. 

No styles or patterns stand out from 
the rest as volume items. In women’s 
footwear, however, white heeled shoes 
in the $10.95 to $14.95 bracket are 
practically gone. Slowest moving group 
is the $18.95 and up in women’s dress 
patterns, even with the value-packed 
savings involved. Casuals are moving 
well in the clearances with the ex- 
ception of barebacks with jewels and 
vamp decorations. 


Men’s dealers say that their stocks 
are still up, but that clearances are 
going satisfactorily. No dealer uses 
the term “well.” Men’s shoe business 
is reported everywhere as running 
about even with last year. 

Fall patterns are moving in. Active 
promotion on these transition numbers 
will begin about August 16 on both 
women’s and children’s shoes, with 
back-to-college promotions following 
shortly thereafter. Transitional silks 
have already started to move to a 
limited extent. One silk pump of a 
dark flowered print was reported a 
sellout at one department because of 
the shoe’s amazing wear-with-every- 
thing attributes. 

Of the newsy fall patterns, one black 
suede sheath pump with pointed toe 
features a_ half-inch-wide grosgrain 
banding at the topline, with tailored 
bow at back of the heel. A decorative 
trim of three-inch grosgrain streamers 
flirts down the heel as the wearer 
walks. Combinations of suede and 
silk, tweed and calf, satin and suede 
and the like point up the new lustrous 
look for the season ahead. 


Spotty Pre-Fall Selling 
Reported In New York 


TEMPERATURES have been in the high 
brackets in New York City but the 
same cannot be said, generally, for 
shoe selling. Reports from retailers in- 
dicate that business has been “spotty 

. up and down... good days and 
poor ones.” But this is not unusual for 
this season of the year. It is a period 
for marking time, more or less. Retail 
advertising is held down to occasional 
promotions and there isn’t too much 
activity one way or another. 


That is the general picture. In spe- 
cific cases, however reports are that 
business is very good. Stores that carry 
and promote basic style shoes, that 
promise comfort as well as good looks— 
even though they are not the extreme 
in fashion—have been registering very 
satisfactory figures. Substantial in- 
creases are the rule rather than the 
exception. 

In the high grade quality shoe stores, 
T-strap, buckle or other type sandals 
are selling very well—in black satin 
and dyeable materials. Women con- 
tinue to be interested in pumps, with 
bows or buckles, in textured or smooth 
calfskin and kidskin. Colors are gen- 
erally “black or a deep earthen brown.” 
Heel heights continue to vary from 
very high to the medium but always 
with a sleek, slim look. 

This is the time when the college 
students begin to assemble their ward- 
robes for back to campus. As far as 
footwear is concerned, there is a tre- 
mendous interest in the right shoes to 
be worn with Bermuda shorts. It is 
anticipated that Bermuda shorts will 
be more important than ever in col- 
leges throughout the country. Some of 
the basic type shoes that are favorites 
are the real moccasin construction 
slip-ons, bubble saddles, little leather 
bals—almost like tennis shoes—with 
fringe or without. 

Retailers of men’s and children’s 
shoes report business as slow and 
spotty. They are looking forward to a 
noticeable pick-up before the month is 
out. Certainly, selling should accelerate 
by Labor Day. 


Mid-States Promotes Henry 


MILWAUKEE—Mid-States Shoe Com- 
pany announced the promotion of Rus- 
sell Henry to credit manager. The 
post involves the handling of credit 
and collections for both The House of 
Crosby Square division and the Ideal 
Shoe Manufacturing Company division. 

Before his promotion, Mr. Henry was 
the assistant to the credit manager, 
Gordon Kaiser. Mr. Kaiser is now 
associated with a plastics firm in the 
Milwaukee area. 


Paul M. Siegel, president of the 
Innes Shoe Company chain of retail 
shoe stores, Los Angeles, has been 
elected to the board of directors of the 
Vanderbilt Mutual. Fund, a recently 
organized California investment firm. 
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New Styles: Life- 


Blood of Business 
[CONTINUED FROM PAGE 43] 


the fact that tight money has kept 
stocks low, augurs well for business in 
the fall season just ahead and the 
spring season of 1958. 

It is strange, however, to note, as 
this writer has had occasion to do, that 
there are some in the shoe business, 
among manufacturers and retailers, 
who do not fully appreciate how much 
benefit they reap from this change in 
shoe styling. 

I have heard retailers complain as 
follows: “If every woman wants ta- 
pered or modified tapered toe styles, 
what am I going to do about my inven- 
tory of the old types?” I have heard 
manufacturers complain because they 
had to make substantial investments in 
new lasts. Yet it is these same shoe 
people who complain when business be- 
comes sluggish and sales figures and 
profits begin to drop. 

These healthy style changes in the 
shoe business are only too few and far 
between! 

I have gone to many fashion clinics 
in my time. As an advertising agency 
executive interested in advertising and 
merchandising of shoes, I thought it 
my duty to attend as many shoe fash- 
ion clinics as I could to absorb as much 
style information as possible. 

Finally I got angry and stopped 
going to them. Why? 

I stopped because I got darned good 
and tired of spending my good time sit- 
ting there listening to some fancy talk- 
ing gal proclaim (as though it was her 
one great exclusive news beat) that 
“brown will be good this fall” or “‘blues 
will be the thing for spring.” This 
happened at so many of these clinics 
over a period of years that I got a 
little disgusted and that’s why I 
stopped wasting my time. 

It is this lack of progressive thinking 
that gets the shoe business or any fash- 
ion business down in the dumps. 

Look at the auto manufacturers! 
They thrive on style changes. Do their 
dealers complain or worry about what’s 
going to happen with their 1957 models 
if 1958 models are styled temptingly 
different? They use their merchandis- 
ing ingenuity and get rid of their 1957 
models as quickly as _ possible—put 
themselves in a position to take on the 
new styles in cars and make profits on 
them. And this because of planned style 
changes that make older cars seem ob- 
solete! 

Almost every line of business looks to 
new styling for stimulating sales. Re- 
member when all kitchen utilities had 
to be pure white. Now color styling 
comes along and with it new highs in 
sales figures. 

Shoemen must be smart enough to 
see that the new trend means more 
business. They must realize, too, that 
not everybody will take to it at once. 
Thus the retailer will be able to work 


himself out of his old styles gradually 
and thus get his stock in a healthy con- 
dition to take on the “new trend” shoes. 
And the same with the manufacturer. 
He can work his inventory down gradu- 
ally, buy his new wood gradually and, 
if he plays his cards right, he’ll come 
out way ahead of the game. 

Wearing apparel and automobiles 
have already been mentioned. What 
about furniture, carpets, lighting fix- 
tures, refrigerators, just about every- 
thing a man or woman buys for per- 
sonal or home use? Fashion change is 
the driving force that makes the sale, 
that makes the old model obsolete and 
creates the desire for the new. 

It is true that shoe designers have 
got to make radical changes with more 
caution. But when a radical change 
such as the pointed silhouette comes 
along, it should be welcomed with open 
arms. It is a change that has beauty, 
smartness, flatters the foot and adds a 
distinct fashion-lift to lovely new ap- 
parel fashions. If it does all of these 
things, then you can bet your last buck 
that women are going to take to this 
fashion like ducks take to water. 

Just think of how we in the advertis- 
ing business should—and do—welcome 
this new shoe trend! It gives us a new 
hook on which to fasten fresh dramatic 
appeals to women to buy these shoes. 
Frankly we were running out of ideas 
to promote the other types before the 
pointed toes came in. 

Our organization has been handling 
the promotional activities for the Desco 
Shoe Corporation for a number of 
years. This company manufactures 
casuals with foam-cushioned inner- 
soles and arches. These shoes are 
fashioned over comfort-giving lasts. 
Sure, style has been fashioned into 
these shoes. 

But when I got my first glimpse of 
the new fall styles with tapered toe 
flattery, it was like a fresh breeze on a 
hot day—so smart are they! 

It was not alone our admiration 
for the flattering styles that made us 
enthusiastic, but rather the great pro- 
motional ammunition it gave us—fresh, 
new approaches for our magazine copy, 
our dealer ads, our window trims, 
counter cards, radio and TV scripts. 

And we can see already how business 
is feeling the upsurge from this new 
shoe fashion trend. 

Do you realize that a new appeal like 
this in the hands of capable advertising 
men and women all over the nation 
alone can mean the difference between 
good business and bad? 

The shoe manufacturers and retail- 
ers have banded together in an organi- 
zation to promote the use of more shoes 
by men and women everywhere. This 
is a good move. The millinery people 
do it, the apparel manufacturers do it, 
the clothing people are running a big 
national campaign to point up the im- 
portance of proper clothes to help men 
progress in their business or profes- 
sional life. All these cooperative drives 


are good if properly handled. 

But it is my opinion that the most 
good for any industry dealing with 
wearables for men or women, is accom- 
plished at the creative level—on the 
designer’s table. 

I believe that designers of shoes 
should, as often as possible, come out 
with acceptable new trends even 
though the new trends put “P.M.s” on 
existing stocks. I believe that they 
should even try at all times to come 
up with ideas that will knock the ex- 
isting styles right out of public favor. 
This is “planned obsolescence” and I’m 
for it! 

Naturally, it is easier for the Evinses 
and the Levines who create for the 
upper-upper end to bring out these 
more radical changes. The changes 
that the medium-priced, volume lines 
can “adapt” from these high-style ge- 
niuses are very few—and they are slow 
to trickle down into the lower cate- 
gories. And still fewer of these creative 
ideas can be used in feature shoes or 
comfort casuals. But designers worthy 
of the name should be alert at all times 
to grasp every idea that comes into 
their heads or is “borrowed” from 
others—if, in so doing, fashion changes 
that stimulate business will result. 

If, from the upsurge of business 
brought about by the new tapered-toe 
look in shoes today, the industry is 
alerted to the wisdom of more of these 
changes as time goes on, then the trend 
has not only made for immediate profits 
but has opened the way for better busi- 
ness for all time. 


New Products 





New Type Water-Wax 


The Concord Chemical Co., Inc., Cam- 
den, N. J., has developed a new prod- 
uct, Co-Wax, that is said to form a 
stable Carnauba-type water-wax emul- 
sion simply by adding the wax to hot 
water. According to the makers, the 
new wax ends the difficulties encount- 
ered in formulating water-wax emul- 
sion but gives a uniform emulsion that 
is light-colored, translucent and has a 
fine particle dispersion. Co-Wax is in- 
tended for leather finishers, textile 
finishers, paper coating firms and floor 
wax manufacturers, who will no longer 
have to stock a variety of components 
such as red oil, borax and triethanola- 


mine. 


Gold for Die Stamping 


For hot die stamping names and 
trademarks on plastics, lacquered wood, 
leather, coated cloth or paper, M. Swift 
& Sons, Inc., 10 Love Lane, Hartford 
1, Conn., has developed Swift Golden- 
Hue Metal No. 1. This is an imitation 
gold that produces a brilliant plate- 
like impression giving the appearance 
of genuine gold. Although manufac- 
tured on an extra strong “Mylar” 
carrier, it is priced only a little higher 
than good quality bronze roll leaf. 
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Work Shoes, the Best Trade Getter 


by VIVIAN C. ANDERSON 


Burp up a work shoe business and you'll find the best 
trade getter for family shoe business. This is the opinion of 
Rolfe A. Hine, owner of the Littleton Shoe Store, 132 W. 
Main Street, Littleton, Colo. 

How does he build up work shoe business? 

“Fit is the basis of profitable and repeat shoe business,” 
said this shoe retailer of 35 years’ experience. “That means 
a wide range of sizes in quality work shoe lines. It also 
means selling shoes that you know will be satisfactory as 
to wear. Make sure your price is fair since you’re dealing 
with fair-minded hard-working men. And don’t forget that 
this shoe business of ours is one of the last businesses we 
have where personalized selling is essential.” 

The Littleton Shoe Store is located in the heart of this 
suburban Denver town of approximately 10,000 popula- 
tion. But Mr. Hine’s customers are drawn from ranches, 
farms, mines, industrial plants and utility companies in a 
40-mile three-direction radius and as far as Castle Rock, 
Morrison and Evergreen, Colo. The fourth direction, north- 
east, to Denver, is not even attempted by Mr. Hine. He is 
wise enough to know that women will go to Denver for 
fashion shoes, but will come to the store where their hus- 
bands shop for women’s casuals, basic shoes and their chil- 
dren’s shoes. Mr. Hine has also discovered that the work- 
ing man buys his dress shoes where he has found fit and 
comfort in work shoes. His workingmen customers have 
brought their families to the store to such an extent that 
Mr. Hine keeps 1,600 pairs of children’s shoes in stock at 
all times. 

The work shoe stock in the Littleton store is as varied as 
the industries covered. Shoes are sold to fit the type of 
work done. When Mr. Hine doesn’t have a particular kind 
of shoe desired, he gets it for his customer immediately. 
What is sold most? First, the ordinary 6-inch “barnyard” 
shoe for ranchmen and farmers, in the $5.95 to $10.95 
price range. Second, insulated type, short, field boots for 
supervisors of work gangs, and other insulated shoes for 
workmen in the new Glenn L. Martin missile plant. These 
range in price from $17.95 to $23.95. For nearby Electron 
Corporation employes, he sells work shoes with safety toes, 
ranging from the 6-inch at $9.95 to higher English boot 
types (“boulders”) at $19.95. And these, too, are diversified 
among foundry, machine shop and sheet metal division 
workers. Most of these work shoes sold are from the 
Chippewa, International Shoe (Hi-Test) and Belleville 
Shoe lines. 

“Do you see why we have to personalize work shoe sell- 
ing, just like children’s shoe selling? We have to know 
our customers, know their jobs and their foot character- 
istics,” explains Mr. Hine. “A man can’t work if his feet 
hurt him. They’re beginning to realize that there’s no need 
to have poor fit the way shoes are made today. A workman 
today is also more conscious of good looks as well as com- 
fort in work shoes and will pay a little more to get it.” 

Mr. Hine believes that insulated shoes are going to be 
the work shoe of tomorrow. They keep a man’s feet at body 
temperature and keep them dry, eliminating the need for 
outer rubber wear. For steel workers, carpenters, elec- 
tricians and others, they cut down weight and provide a 
safety factor in permitting them to move more quickly, he 
said. 

While Mr. Hine is advertising-conscious and promotion- 
minded (he is an active member of the Littleton Chamber 
of Commerce and other civic groups), he still says that 
“word-of-mouth is my best advertisement.” He keeps card 
records of all customers and adds all new names every 
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month for direct mail contact. He advertises in the local 
newspaper (his ads would be “lost” in the Denver papers) 
and gives trading stamps with all purchases. 

One of his best advertising gimmicks is his participation 
in the Centennial Race Track programs. The Centennial 
Race Track, on the edge of Littleton, is one of the few of 
note in the Mountain States and bring thousands of spec- 
tators from a five-state area throughout the racing season. 
For the past three years (and he has made it an annual 
affair) he has sponsored one day’s races by paying $25. Of 
this amount $10 goes into advertising—‘Littleton Shoe 
Store Purse”— in big letters across the program cover on 
the opening day. The remaining $15 goes into a gift cer- 


> 


Rolfe A. Hine discusses the foot, the job, the fit and the 
shoe with a customer in his store in Littleton, Colo. 


lificate awarded the winning jockey, to be exchanged for 
merchandise in his store. Merchants throughout the Little- 
ton and Englewood (Colo.) area sponsor various races. 
Their pictures are taken with the winning jockeys, pub- 
lished in the local newspapers and framed and hung on 
shop walls. The horse-loving community likes to “trade” 
at such a store. 

In the seven years since Mr. Hine purchased the Little- 
ton Shoe Store, stock has increased, sales have gained and 
profits risen. He came to Littleton from Montana “to get 
away from the severe cold, closer to the shelter of the 
mountains and into a mild climate.” A native of Minnesota, 
he started his shoe-selling with the old J. B. Byers chain 
store (later taken over by J. C. Penney Co.), and con- 
tinued selling shoes while a student at the University of 
Nebraska in Sidney, Neb. He first ventured into his own 
shoe store in Sidney in 1930, when he acquired the Central 
Shoe Store there. He had this store for many years before 
going farther west into Wyoming and Montana. 

“One more thing,” he cautioned. “You can’t have a 
profitable or a friendly shoe business if you have too many 
sales. January and July inventory sales are enough.” 


Shoes made of cow’s leather are taboo to the Hindu, 
for the natural reason that the animal is very sacred to 
him. Most Indian men today wear‘ English made shoes, 
but not the way the English people wear them: Princes 
prefer black patent leather pumps for dress wear in com- 
bination with orange socks or stockings. The ordinary 
person may wear his while indoors, but native etiquette 
still decrees that the proper thing to do is take shoes off 
before stepping across any threshold in order to keep the 
carpet clean, since the Oriental preferably sits upon the 
floor. However, when entering a holy place such as a 
mosque, shoes are automatically and invariably removed. 

F 
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STAY AT THE 


HERATON-\ACALP IN| 


YOU CAN GO ANYWHERE 
IN A TWINKLING! 


OUR LOCATION’S GOOD AS MAGIC — saves you 
footsteps, time and money. For we're right in the middle 
of the shoe market, close to countless wholesale sources. 
New York’s fashion center lies at your feet.—Just steps 
from Empire State Building, subway bus and air Termi- 
nals, Lincoln Tunnel. Times Square theatres, night clubs, 
Radio City, Grand Central—all easily accessible! 


MODERNIZING THROUGHOUT —Fashion and com- 
fort, so important to your shoe business, mean a lot to 
your living quarters too! You'll get more enjoyment out 
of your New York trips by staying at the Sheraton- 
McAlpin. We've been remodeling, redecorating, making 
every inch sparkling new—lobbies to bedrooms and 
broom closets. Every room with new RCA 21” TV, plus 
full-range radio. Many rooms air-conditioned. And for 
pleasure, or pleasure combined with business—attractive 
dining rooms, meeting rooms, exhibition rooms. There’s 
our new Minute Chef and Town Room, for a snack or a 
hearty meal—plus our new Cafe Lounge featuring smart 
entertainment. You enjoy every minute at the Sheraton- 
McAlpin! 


N.Y. HEADQUARTERS FOR THE SHOE INDUSTRY 


neRATON-\{°ALpin 
Hote. 


Tnthe Heart of the Dene Aone 


BROADWAY AT 34th STREET 
George D. Johnson, General Manager 








September Weather 


[CONTINUED FROM PAGE 48] 


warm. Several locations in these states will report 15 
days, or more, with afternoon temperatures in the 90’s. In 
contrast, Montana will average cooler than normal with 
occasional readings well below freezing. 


Area V: South Central 


Very warm and generally dry is forecast for most sections 
of the South Central States. Temperatures will average 
four to six degrees above normal and most inland stations 
will report frequent afternoon readings in the high 90’s. 
Eastern Arkansas will be wetter than usual while most of 
Texas and Oklahoma will be quite dry. 


Area VI: Northwest 


The Northwest will be one of the few sections of the coun- 
try to average cooler than normal this September. Monthly 
average temperatures will range two to three degrees below 
normal. British Columbia and Washington are expected 
to be wetter than usual while Oregon and Idaho should 
have near normal precipitation. 


Area VII: Southwest 


California and most other sections of the Southwest will 
be even drier than usual. Few stations in California will 
record more than three-tenths of one inch rainfall all 
month and many locations will have no rain at all. Nevada 
and Northern California will be slightly cooler than nor- 
mal; other areas will average somewhat warmer than 
normal. 


High Style Mexican Salon 


[CONTINUED FROM PAGE 47] 


agreements with Mexican manufacturers authorizing them 
to manufacture and sell shoes in Mexico under their Amer- 
ican trade names. Under these licensing agreements, 
American lasts and patterns which assure the fitting char- 
acteristics typical of the American brand name shoe are 
furnished to the Mexican manufacturers, along with tech- 
nical and style information. 

It was under such an agreement that Sr. Goldenberg 
undertook the manufacture of I. Miller shoes. 

Actually Mexico has long been making good shoes. Its 
industry has always been important and importations have 
never been more than two per cent of the country’s require: 
ments. Its large shoe manufacturing districts are in Mex- 
ico City, in Leon in the state of Guanajuato and in Guad- 
alajara in the state of Jalisco. And in addition to the 
large factories, there are innumerable small shops every- 
where, many of which specialize in extreme novelty style 
shoes for women. Many Mexican craftsmen are genuine 
artists in imaginative shoe styling. 


Because rubber and plastic overshoes were unknown 
in England in the 15th century, when the weather was 
inclement the people wore galoshes with wooden or cork 
soles. Very often these pattens were made in one with 
the shoe itself from aspen wood, and a special bit of 
legislation accompanied their manufacture: It was passed 
in 1416 and dictated that only such aspen “as was unfit 
for arrows” could be used for the footgear. This ruling 
wasn’t repealed until 1603. 
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Manufacturing and Markets 
[CONTINUED FROM PAGE 55] 


manufacturers feel, if every shoe producer wants to be at 
the head of the order line. It appears to be a case of the 
shoe people not ordering early enough, although the 
pointed toe handwriting was “on the wall” months ago. 

The medium-taper wood is chief cause of production 
slow downs. When fall volume was seen to be in the me- 
dium taper, reorders of it followed late, and are still being 
delivered. 

In spite of early hopes for more colors, standard blacks 
and browns predominate. As the representative from one 
women’s house commented, “I fear that lack of color will 
mean lack of multiple sales at retail, especially since 
women have fashion’s nod on combining the black pump 
with every single costume in her wardrobe, including 
brown things.” 

With no color to relieve the drabness, shoe manufactur- 
ers report that they are thankful for the radical change in 
women’s styling this fall. Otherwise, as one fashion co- 
ordinator put it, “Why else do you need another shoe?” 
This coordinator would like to see a long-range planning 
and promotional program on making the shoe do what a 
hat does for a costume—adding that certain fillip so vital 
to the fashion sparkle of an outfit. 

Retailers this fall are buying their depth in black and 
brown, concentrating on the new silks, satins, embossed 
suedes and lustrous fabrics, and pretending for the most 
part that color does not exist. Closed sheath shoes with a 
diversity of treatments are most favored women’s pattern. 


Milwaukee 


FALL orders in Milwaukee are reported coming in at a 
pace slightly ahead of last year’s figures. May and June 
deliveries slid somewhat below earlier estimates. But the 
pickup in the ordering tempo noted during the first part 
of July augurs well for local shoe manufacturers. Fac- 
tories report that they are working at or near capacity, 
with a generous helping of them exceeding that mark. 

Plant heads are expressing concern, however, over the 
strong likelihood that shoe prices may be forced to an 
increase by the time the spring lines make their appear- 
ance. According to the spokesman for one leading men’s 
shoe manufacturer: “Shoe producers ought to be thinking 
seriously about increasing their prices. If the present 
high materials market stays with us, and our suppliers are 
successful in their attempts to boost their prices, we will 
be forced to follow suit by spring.” A few minor upward 
revisions in certain size runs have already occurred. Com- 
petition, however, is expected to hold price raises to a 
minimum. 

Style trends in the men’s lines continue to see the lighter 
shoes gaining favor. Colorwise, black shows no sign of 
diminishing in popularity. “As long as the men’s clothing 
manufacturers keep on stressing dark hued wardrobes, 
we'll have to keep up with our emphasis on black shoes,” 
says one veteran shoe manufacturer here. 


An old English superstition dictates that it is al- 
ways unlucky to enter any store or house with the left 
foot first. This dates all the way back to the days of the 
ancient Romans, who held to this omen so strongly that 
most noble houses actually employed a man who was 
stationed at the main entrance. His sole duty consisted of 
making sure that every visitor stepped over the threshold 
on the right foot only. This, incidentally, gave him the 
name of “footman” which has persisted to the present. 
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Vul-Cork 


Neoprene, a man-made rubber, is combined with 
cork to make the sole they need . . . a sole that is ex- 
tremely long wearing and suitable wherever oil, 
greases, caustics and fatty acids are underfoot. 
Vul-Cork Neoprene soles are air cell insulated too, 
providing real day-long foot comfort. Slip resistant 
and non-marking, they will not soften on contact 
with hot metals. 

Vul-Cork Neoprene is one of three different work 
shoe soles manufactured by the Vul-Cork Division of 
the Cambridge Rubber Co., makers of the original 
cork sole. 

If you make, buy or sell work shoes, look at the sole 
first. If it carries a Vul-Cork label — you’ll get more 
than your money’s worth. 


Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of Vul-Cork © 


VUL-CORK & 4 
VUL-CORK NEOPA 


80 light, so flexible, so resilient you can roll them up... right in the palm of ya 





The Bigger They Are, 
The Harder They Fall 


by FREDERICK H. TIMSON 


Many salesmen shy at the attempt to sell big and high- 
rated concerns. This should not be. No matter how large 
the concern may be, the buyer is a human being. No mat- 
ter who he is or how much power and money he controls, 
as the saying goes, “he looks the same in his B.V.D.s as 
any other man.” And, he is as susceptible to your argu- 
ment as any other buyer. In fact, if YOU, as a salesman, 
have the nerve to “beard him in his den,” the chances are 
that you'll have a better chance of selling him. Because 
many salesmen DON’T have the courage to tackle him, 
therefore, you have less competition. Perhaps some of my 
own experience along this line will prove my point, and 
I'll also tell you about the biggest jolt I ever got. 

When I was National Field Sales Manager for Bob 
Smart Shoe Company of Milwaukee, Wisconsin, a ten- 
million dollar affiliate of Craddock-Terry Company of 
Lynchburg, Virginia, my job was to travel with and train 
each salesman to sell the BIG stores in his territory. This 
assignment covered all the states east of the Rocky Moun- 
tains and it required my traveling in each salesman’s car 
for one to two weeks at a time. 

I met the Minneapolis salesman at the Nicolet Hotel, and 
inspected the list of stores he submitted to me, but found 
few really big-rated concerns on the list. I asked: “Aren’t 
there any large stores selling shoes here in the city?” 

“Well” said Tom, soberly, “there’s the Home Trade 
Store, but you wouldn’t think of trying to sell them. They’re 
reputed to be the biggest outlet for men’s shoes in the 
entire Northwest, and have had the agency for one line of 
men’s five dollar shoes for 10 or 12 years.” 

I said, “Well, come on, let’s go take a crack at ’em.” 

Tom held back, “Gee, do you actually mean that you’re 
going to try to sell that big outfit?” 

“Sure, remember the slogan I harp on in my letters to 
you salesmen, “The bigger they are, the harder they fall’ 
and now is our chance to test its truthfulness.” 

We arrived at the busy shoe store and before entering I 
asked Tom, “What’s the buyer’s name?” 

“Gorry, I don’t know” he answered. 

“What!” I exclaimed, “are you telling me that you live 
right here in Minneapolis and don’t know the name of the 
buyer in the biggest shoe store in your own city?” 

“Well, I just never thought much about trying to sell 
such an outfit” he said. 

We stepped inside and got the name from one of the 
clerks. “Where is his office, please?” “Upstairs on the 
mezzanine floor” was the reply. 

Stepping off the elevator, we faced the open door of a 
large office where a man sat in a heavily cushioned chair 
with his feet resting on the top of a flat-topped desk. He 
was smoking a pipe and reading a BOOT AND SHOE RE- 
corper. After introductions, I asked if I might tell him 
about Bob Smart Shoes for Men. 

“Yes” he said courteously “I have plenty of time, and 
I'd be pleased to hear what you have to say.” 

He resumed his comfortable position, feet on desk, and 
lighted his pipe again. Tom settled down in a straight- 
backed chair. 

Standing in front of the desk, I started telling him about 
our line of shoes. From time to time, I was interrupted by 
questions from across the desk, which I promptly answered 
fully, and continued explaining the reasons why ours was 
the finest line of its kind in America. The pipe had to be 
refilled and lighted at times, but the buyer listened atten- 
tively. My sales talk went on and on. I noted that Tom 
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was taking it all in but he twisted this way and that, 
plainly showing that a hard seat was not conducive to a 
long interview. When I began talking, I had noticed it 
was 9:30 A. M. by the clock on the office wall but now, 
glancing at the time-piece, I was amazed to see that it was 
1:30 P. M. I hadn’t realized that I had been standing there 
talking and answering questions for four hours with 
scarcely a let-up. I hesitated, realizing the extent of my 
greatest Marathon talking fest. 

Just then, my listener removed his feet from the desk 
and sat up straight. 

“Mr. Timson,” he said, “several times I have wanted to 
tell you something, but your talk was so interesting, I 
didn’t want to interrupt. Now, sir, I must say, | have been 
buying for this concern for many years. No doubt, the top 
salesmen from every men’s shoe manufacturer in the United 
States have called on me and attempted to sell us their 
line, as we are highly rated and do a very large volume of 
business. But in all these years, I have never listened to 
such an informative sales talk as you have given. I was so 
interested that I failed to tell you something that should 
have been explained in the beginning. I must tell you 
now, | AM NOT THE BUYER.” (Believe me, it was a 
JOLT). 

He continued, “I am new, since last month, the Chair- 
man of the Board. My son is the buyer and he is out of 
the city. I believe he will be back by four o’clock this 
afternoon, and I’m going to ask you to come back at that 
time and tell him about Bob Smart Shoes as you have told 


me.” 


“Yes, Sir,” said I, “I'll be here.” 

We shook hands and Tom and I left the office. As we 
stepped through the swinging glass doors to the sidewalk, 
my salesman asked: 

“Mr. Timson, how do you feel?” 

I answered, “As if I’m going to blow a fuse in the top 
of my head; my throat’s like sandpaper, legs buckling and 
my arches ache like the deuce.” He went on, anxiously, 
“Do you realize that you stood in one spot and talked for 
four hours?” “Yes” said I, “but I didn’t realize it until I 
looked at the clock, because I was so enthused on my sub- 
ject.” 

“Are you going back and try to sell the son?” 

“Certainly, I’m going back,” I assured him. “I’m going 
over to the soda counter at the hotel and drink a Horlick’s 
Malted Milk with egg, then go to my room, take a hot 
shower, and then slide under the sheet, and I want you to 
awaken me at 3:30. We'll proceed back to the Home 
Trade Store to operate on the son.” 

This procedure was followed. I met the son and gave 
him a sales talk in short form, not more than fifteen min- 
utes, because I knew that his father being Chairman of 
the Board had undoubtedly suggested that he buy our 
shoes. The son said: 

“I am going to replace the line we have carried for 
years with your shoes.” 

Then he explained that they had recently bought a large 
bankrupt stock of a wholesaler on the same grade as ours 
and therefore could not give us an order that day, BUT 
in about three weeks he would mail us an order, sizing in 
our shoes on the styles desired. 

That big sizing order came to our factory by mail within 
three weeks, and our President at that time, Mr. George 
P. Utley, happily told our salesmen at the next convention 
that it proved the truthfulness of Timson’s slogan, “The 
bigger they are, the harder they fall” and he requested all 
salesman to bear this in mind. But, incidentally, I shall 
remember longest the jolt received when after talking 
steadily for four hours, the man said, “I AM NOT THE 
BUYER.” 
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The “Booty,” Mr. 
‘ Maske’s choice for 
August. 





eS 


Mr. Maske’s choice for a good selling 
August shoe in his city is this open-toe 
pump, a Rhythm Step pattern of black 
suede with piped elasticized French 
binding on the topline. The shoe fea- 
tures a slender 17/8 heel and narrow 
toe opening. The sideline of the 
“Booty” is slashed medium low. 

All of these attributes add up to a 
good Fall shoe for him, Mr. Maske be- 
lieves. He foresees the “Booty” as a 
potential volume maker for his opera- 
tion, since this open-toe pattern har- 
monizes well with transitional fashions 
and has carry-over value for milady 
into the Winter. 

“The ‘Booty’ is youthful enough to 
attract a wide age group. It has cling- 
the-foot qualities to attract the person 
who demands excellent fit. 





The Retailer Speaks... 





I. O. MASKE 


When Irvin O. Maske came to 
Poplar Bluff, Mo., in the mid-30’s for 
a brief stay, little did he visualize that 
he would remain there to co-own and 
operate the Family Shoe Store, Poplar 
Bluffs oldest shoe concern in the same 
Main Street. After 29 
years in business, Mr. Maske still re- 


location on 
tains the “Southern Gentleman” polish 
and mien absorbed during his youth in 
Decatur, Mississippi. In his Missouri 
community, which has a population of 
approximately 20,000, he is widely 
known for greeting customers with en- 


viable graciousness. 





Shoes in the Far East 


[CONTINUED FROM PAGE 49] 


interested in developing their local shoe 
industries to the extent that they will 
be able to take care of immediate and 
near future home requirements. I can- 
not see any one country hoping to take 
over the task of supplying any impor- 
tant part of the entire area. Customs 
and spending power being so different 
in each area, this would be rather dif- 
ficult. Also, there is a strong protection- 
ist feeling in that area which favors 
home industries. 

Q. In the development of an India 
leather footwear industry, what will be 
the effect upon their present export of 
hides and leathers? Will it become nec- 
essary for India to curtail exports of 
hides in order to supply her own fac- 
tories? 


A. I cannot foresee any develop- 
ments in the near future in the leather 
footwear industry of India which would 
have any strong effect on India’s pres- 
ent export volume of raw hides and fin- 
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ished leathers. Greater progress is 
being made in the production of semi- 
finished and finished leathers than in 
shoes. This would mean that their ex- 
portable surplus would be greater in 
the raw materials than in the finished 
footwear. I do, however, foresee in the 
very near future a marked improve- 
ment both in quality and in quantity of 
the India footwear production, with 
increases in both shoes and in sandals. 

Q. Do you believe India is now pro- 
ducing or soon will produce footwear 
of quality suitable for world markets? 
If not, why not? 

A. I believe that it will be some time 
before India can compete in important 
world markets on finished footwear, 
except on a price basis. The Bata 
plants in that country can and are ex- 
porting small quantities. But the other 
factories are small-scale industries 
which are definitely concerned with lo- 
cal potentials and have shown no great 
interest in export volume. 

Q. Will the Indian expansion plans 
require financial assistance? If so, by 
whom? 

A. I do not believe that India will 





require any outside financial assistance 
in the expansion of its domestic shoe 


industry. There appears to be suffi- 
cient capital in the hands of local in- 
vestors to take care of requirements 
in this direction. The small-scale plants 
planned for India will depend mainly 
on labor, which is very cheap, and to 
a small degree on imported equipment. 

Q. Is any technical assistance in the 
offing from countries outside India? 

A. India is already receiving techni- 
cal assistance in the establishment of 
small-scale industries, especially shoes. 
They have established a Technical In- 
stitute for Shoe Production, which will 
help directly the local small-scale man- 
ufacturers. The Ford Foundation has 
already supplied at least five skilled 
European technical aides, and it is 
quite reasonable to believe that when 
and if additional help of this kind is 
required, it can be obtained either 
from the Ford Foundation or from 
other international organizations, such 
as the United Nations. 





MeDonald Chain’s Seabrook 
Unit Selected for Citation 


HAstTINGs, Nes.—The Seabrook store 
of the J. M. McDonald Company chain 
in Topeka, Kan., has been selected as 
the outstanding store of the 104-unit 
organization for 1956, it was an- 
nounced by Byron Hooper, executive 
vice-president with headquarters in 
Hastings. Manager Lloyd B. Phillips 
at Topeka credited the performance of 
his big family footwear department for 
much of his success in the year. 

The store operations were judged 
upon the following points, according to 
Mr. Hooper: Net profit before taxes; 
highest percentege of current mer- 
chandise; selling cost; lowest operating 
expense; original and maintained 
markup; turnover; lowest shrinkage 
and markdown. 

Honorable mention was given to the 
following stores, in order: Guymon, 
Okla.; Scott City, Kans.; East 21st St. 
store, Wichita, Kans.; Minden, Neb.; 
Loveland, Colo.; Lexington, Neb.; 
Valentine, Neb.; Perryton, Tex., and 
Odessa, Tex. 

Mr. and Mrs. Phillips were given a 
veek in New York City with expenses 
}aid as part of their award. 


Florida Thom MceAn Starts 


ST. PETERSBURG, FLA.—Work has be- 
gun on a new Thom McAn Shoe Store 
at Madeira Shopping Center. Comple- 
tion is timed for a grand opening in 
early August, according to Elwood 
Rettig, district director. 

The new Madeira Beach store is be- 
ing designed to blend with the shopping 
center’s architecture. Soft carpeting, 
upholstered chairs and a pleasing in- 
terior color scheme will be used. The 
women’s salon and children’s depart- 
ment will be in harmonizing color. 








double sale, 


PROFIT 


Burns Cuboid 
operators 
include: 


ATLANTA 


Many shoe departments make 
: Thompson-Boland-Lee 


this double profit more than 
eleven times every day. Few have 
less than that many opportuni- 
ties. It is so easy to do. Why? 
Because with many chronic foot 
sufferers, no “standard shoe” 
alone will seem to fit. DALLAS 
Add from $1,000 to $4,000 Volk’s 
monthly in otherwise lost sales 
with the companion sale of time- 
proven Cuboid Foot Balancers. 
Selling Cuboids along with a HOUSTON 
pair of shoes approximately Krupp & Tuffly 
doubles your profit — assures 

repeat business and referrals from LOS ANGELES 
happy foot-comfortable May Co. 
customers. 

Designed with an entirely 
different concept to provide 
proven foot relief, Cuboid Foot MEMPHIS 
Balancers retail for $6.95 a J. Goldsmith & Sons 
pair. Only a few feet of shelf 

space required. MIAMI 
Start now to make those extra Richards 
profits—while doing a real service 
for your customers . . . and 
building special repeat patronage. 
Write today for Cuboid 
Franchise information. 

Your Cuboid sales are 

backed by national advertising 
and liberal cooperative funds. 
Burns Cuboid Company, 

P.O. Box 658, Santa Ana, 


California. 


BALTIMORE 
Hess Shoes 


BOSTON 
Thayer-McNeil 


DENVER 
Fontius Shoe Co. 


NEW YORK 
Lane Bryant, Inc. 


NEW ORLEANS 
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PHILADELPHIA 
Strawbridge & Clothier 


PORTLAND, ORE. 
Meier & Frank Co. 


ST. LOUIS 
Famous-Barr Co. 


SAN FRANCISCO 
BURNS CUuBOID co. ™*” 
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Letters to the Recorder 


75th Pleases Rubber Producers 


My apologies for this belated answer to your generous 
note of June 15. I found both the note and your impres- 
sive anniversary edition on my return yesterday from a 
most pleasant vacation. 

The treatment of the rubber footwear story was tre- 
mendous. On behalf of RMA, let me say that we are 
deeply flattered by such attention. The imaginative art 
work is outstanding. I am sure the reaction of our man- 
ufacturers will be enthusiastic. 

It was a genuine pleasure to work with you and your 
staff. 





CHARLES C. MILLER, 
THE RUBBER MANUFACTURERS ASSOCIATION, 
WASHINGTON, D. C. 





U. S. Rubber Company Agrees 


Thank you for sending me a copy of the BOOT AND 
SHOE RECORDER which accompanied your letter of June 
15. You are to be congratulated on your 75th anniver- 
sary issue; it is a splendid job. Naturally, of particular 
interest to me is the story on the Rubber Footwear In- 
dustry by Mr. C. P. McFadden. The illustrations of old 
fashioned styles add much to the excellent presentation 
of historical facts. 


J. J. BRADY, 
UNITED STATES RUBBER COMPANY 


Likes Rubber Footwear Article 


I appreciate your forwarding to me a special copy of 
the 75th Anniversary Issue of your publication. 

It seems to me that the article written by C. P. 
McFadden adequately covers the subject and should be 
of interest to any reader of your magazine. 

I am glad that you saw fit to publish such an article 
on the rubber footwear industry. 





W. E. BRIMER, 
TYER RUBBER COMPANY 





Ad Man's Plaudits 


I just received your anniversary issue which is, to say 
the least, extremely impressive. You and your staff cer- 
tainly have my congratulations and my admiration for 
what must have been a long and demanding project. 


HENRY SHAFFER, 
HERBERT W. FRANK ADVERTISING 





K. C. Shoe Store 
Expands in 75th Year 


Kansas City, Mo.—The Miller Shoe Company marked 
its 75th anniversary this year by moving to a new loca- 
tion. It’s the firm’s third location since the founding 
in 1882. 

In 1879, David Eggeman, a shoemaker, opened a repair 
shop at 513 Main Street. Three years later Eggeman 
established a retail shoe store at that address. 

In 1904, James O. Miller became vice-president and 
manager of the store and in 1917 purchased Eggeman’s 
interests to become sole owner. 

The new location, 1010 Grande Avenue, will give the 
store much-needed space. 
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Shoe News : 





Sears, Roebuck Assists Taper-Toe Trend 


Catalog Issued by Giant Mail-Order House Emphasizes Tapered-Toe 
Pumps; Firm Says It Will Try to Achieve U.S. Fashion Leadership 


By BERNICE DECKER 


CHICAGO — Trimmed, tapered toe 
pumps in broadtail textured calf, silk 
fabrics, smooth calf and suede will be 
dominant in volume shoe markets this 
fall. Evidence is the emphasis given 
these styles in the new fall catalog just 
released by Sears, Roebuck & Company, 
one of the country’s giants in mail or- 
der distribution. Shoes are shown in 
color coordinated with new fall ready- 
to-wear and other accessories in a spe- 
cial fashion section. 

Thus Sears has, by official announce- 
ment, set out to be a fashion leader in 
the country as well as the city. This 
was revealed at a recent luncheon for 
the fashion press which marked the 
first public showing of the fall fashions 
in the company’s latest catalog. At the 
same time, a preview of these fall fash- 
ions was the theme of the Sears exhibit 
at the Chicagoland Fair. It was the 
only fashion presentation among the 
more than 300 displays. 

A review of the styles shown is of 
interest because their selection repre- 
sents well-calculated decisions aimed at 
mass acceptance. These styles were se- 
lected from seven to ten months in ad- 
vance of this past July, well ahead of 
the rest of buying by retailers. 

Large mail-order houses have mass 
merchandising techniques, which are 
not necessarily the latest fashions. For 
years they have been associated with 
middle-of-the-road fashions. However, 
this has changed. Early in 1956, the 
firm announced the formation of the 
Sears Fashion Board. Composed of 
four full-time members and several as- 
sociations, fashion research is_ its 
prime function. It seeks to establish 
Sears as a fashion leader rather than 
follows trends. 

A total of 179 pages in the new 
1530-page catalog is devoted to fall and 
winter fashions. Of these, 30 pages are 
devoted to women’s shoes. This is in 
addition to certain fashion shoes illus- 
trated in color and shown in a fashion 
news section which leads off the book. 

These highlighted shoes show a num- 
ber coordinated for wear with tweeds. 
They include a sweater pump in basque 
red coordinated with red-cuff gloves, 
purse and umbrella. There is a black 
broadtail textured calfskin pump with 
handbag to match and a black dressy 
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pump of silk fabric with throat bow. 

These, as well as other fashion mer- 
chandise, are selected under the direc- 
tion of the fashion board. Extensive 
research goes into a Sears catalog. 
Work begins seven months before it is 
mailed to customers. Hence, the board 
must keep its fingers on the fashion 
pulse, and anticipate changes, trends 
and styles many months before they 
come out in the market. Work on se- 
lection of merchandise for the current 
catalog began last July. Forecasting 
for shoes for spring, 1958, is already 
well under way. 

Board members visit fashion markets 
in all parts of the United States as 
well as the continent to observe and 
evaluate trends. They attend theater 
openings and cover the resorts on sum- 
mer weekends. They see the important 
fashion shows by designers and the 
New York Fashion Group and study 
fashion as it exists and as it changes. 

The board holds conferences with 
leading fashion services, with industry 
groups, and with textile houses. It 
studies a vast amount of fashion news 
from many sources. In effect, it follows 
fashion from where it starts and then 
charts its course, making use of 
changes for the Sears market. 

Heading up the Sears Fashion Board 
is Mary Lewis. She has a wide back- 
ground of fashion history, including a 
vice-presidency with Best & Company. 

There are ten pages devoted to wo- 
men’s casuals and sport shoes with 
bubble saddles, Ivy-League back-buckle 
shoes and classic slip-ons. Glove-soft 
gore moccasins, the classic saddle, and 
tailored softies are also included. 
Wedgies include corkette, glove leather 
softies, a preponderance of closed-up 
step-ins, a few slings. Textures, suedes 
and smoothies make up three full pages 
of flatties. 

“Dramatic Black” is a first in fash- 
ion favor among the welter of dressy 
shoes. 

There are some eight pages of ta- 
pered or open toes, a good percentage 
of the season’s presentation, with about 
half the styles in both medium and 
high heels. The textured look is marked 
as a new footwear fashion trend. At 
least 90 per cent of the dressy shoes 
shown are pumps, most of them with 





some form of decoration such as pleats, 
buckles, bows, decorative vamp open- 
ings and contrasting underlays. 





Crestwood Plaza Center 
Features $2.5-Million Store 


St. Louis— Scruggs, Vandervoort, 
Barney has begun construction of its 
second St. Louis suburban store, lo- 
cated in the Crestwood Plaza Shopping 
Center in the southwest part of St. 
Louis County. 

The department store already oper- 
ates one county store in suburban Clay- 
ton, in addition to the main store in the 
downtown area. The new Crestwood 
Plaza store, reportedly an investment 
of more than $2,500,000, has been 
scheduled for completion by the sum- 
mer of 1958. 

According to Frank M. Mayfield, 
chairman of the board, the new Van- 
dervoort’s will be one of the nation’s 
most modern and complete suburban 
department stores. A branch of Mer- 
mod-Jaccard-King, jewelers, will be a 
part, as it is in the downtown store. 
Jaceard’s will occupy approximately 
7500 square feet in the planned three- 
story building totaling 159,000 square 
feet of space. 

The new Crestwood Plaza Shopping 
Center, of which the Vandervoort’s will 
be a major unit, has at present 11 
stores already operating, with many 
additional ones scheduled for fall open- 
ing. 

Sears, Roebuck & Company occupies 
156,000 square feet of space, F. W. 
Woolworth & Company 36,000 feet and 
Kroger Company has 23,000 square feet 
devoted to a giant supermarket. Other 
stores operating include Walgreen 
Drug Company, Lerner Shops, Thom 
McAn Shoes, Paintcraft, Cotton Shop, 
Baker’s Shoes, National Shirt Shops 
and the Children’s Shop. 

Shoes are currently being sold at five 
outlets. The Thom McAn Store handles 
rnen’s, women’s and children’s foot- 
wear. Robert Branson, a veteran of 10 
years in shoe retailing, manages the 
store and has under him three full- 
time and three or more part-time sales 
people. The store makes wide use of 
textures in its decoration, with color of 
seats acting as a divider between the 
men’s section and the rest of the store. 
Women’s and children’s chairs are cov- 
ered in cerise, lime and blue, while 
those in the men’s area are of deep red. 

The new Crestwood Baker’s uses 
non-parallel walls to give a salon effect 
to the back of the store. Lustrous fab- 
rics have been selected as chair cover- 
ings, with green carpeting shot with 
gold repeating the metallic in the chair 
fabrics. Walter Piech, formerly of Cin- 
cinnati, serves as manager of Baker’s, 
the fifth in the St. Louis area. He has 
a staff of approximately eight full-time 
employes, plus part-time helpers for 
rush hours and seasons. 

All categories of shoes are available 
[TURN TO PAGE 82, PLEASE] 
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Men’s Style Group Looking Ahead to 1958 


The men's shoe style committee of the National Shoe Retailers Association line up 
to be photographed at the recent Plaza Hotel meeting in New York. 


New YorK—Members of the Men’s 
Shoe Style Committee, shown as they 
met in the Plaza Hotel in New York 
City, are, left to right, A. Harrison 
Billet, presiding chairman, representing 
the Rival Shoe Company and Bond 
Stores; Lyle Hammond, of the Domin- 
ion Shoe Company, chairman of the 
casual category; Francis C. Rooney,Jr., 
of the Melville Shoe Corporation, chair- 
man of the group on street and dress 
shoes retail-priced below $15; Edward 
J. McDonald, executive vice-president 
of the National Shoe Retailers Associa- 
tion, and Kennard Baker, of the London 


Character Shoes Corporation, who was 
chairman of street and dress shoes 
priced above $15. 

O. E. Schoeffler, fashion director of 
Esquire, Inc., said footwear ideas re- 
lated to clothing of the lightweight 
type in lustrous finishes fall generally 
into the casual picture, but in an ele- 
gant manner. Dark brown, ruddy 
brown and olive brown may be expected 
in smooth, grained and brushed leath- 
ers, he said. He thought also that black 
is expected to maintain a strong posi- 
tion in these various types of leathers. 
He called the main characteristic of the 
new footwear one of trimness of line. 





Salman Replaces McKinnon 
In Boston Foot-Joy Store 


Boston—The Foot-Joy Shoe Shop, 
163 Federal Street, here, announced 
the appointment of Ted Salman as its 
new manager, succeeding Harry Mc- 
Kinnon. 

Mr. Salman is widely known in the 


TED SALMAN 


retailing field, having been formerly 
associated with The Florsheim Shoe 
Company in Boston and New York, 
Bostonian Shoe Company in Tulsa, 
Okla. and his own store in Worcester, 
Mass. 

Mr. Salman plans to add new styles 
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and lines of men’s shoes in addition to 
featuring Foot-Joy’s golf and street 
shoes, the company announced. 

Mr. McKinnon retired after 27 years 
of association with the Field and Flint 
Company and the Foot-Joy Shoe Shop. 


Oklahoma City Shoe Chain 
Converting to Self-Service 


OKLAHOMA City, OKLA.—Shoe Land, 
Inc., operating four stores in the 
greater Oklahoma City area, is con- 
verting to self-service merchandising. 

First to be put on a self-service ba- 
sis was the store at 4411 S. E. 29th 
Street, in the Del City area, which was 
converted in June, 1957. 

Shoe Land’s second store to add 
“Help-Ur-Self” to the store name was 
the store at 1719 North Portland, at 
the corner of N. W. 16th Street and 
Portland Avenue, where the grand 
opening under the self-service plan 
was held July 11, 12 and 13. 

An Oklahoma corporation, Shoe 
Land, Inc., headed by J. E. Burrow, of 
Muskogee, established its first Okla- 
homa City store in 1954. L. A. Ruscha, 
Oklahoma City, is general manager. 
C. D. Benson, assistant to Mr. Ruscha, 
is in charge of converting Shoe Land’s 
stores to self-service type. The firm 
handles women’s, children’s and men’s 
shoes. 





Dates to Remember 

Leather Show, Tanners’ Council of Amer- 
ica, Waldorf-Astoria Hotel, New York 
City ; 

Allied Shoe Products and Style Exhibit, 

New York Trade Show Building, New 
MM 3 > wits Baas , .Aug. 2-6 

Merchandising Clinic, ‘National Shoe 
Manufacturers Association, Waldorf- 
Astoria 

Membership Breakfast, National Shoe 
Manufacturers Association, Waldorf- 
Astoria, New York 

Spring and Summer Style Conference, 
National Shoe Retailers Association, 
Plaza Hotel, New York City 

Midwest Shoe Market, Midwest Shoe 
Travelers’ Association, Morrison Hotel, 
Chicago . 11-14 

Detroit Shoe Fair, Michigan Shoe Trav- 
elers Club, Wolverine Hotel, De- 
troit . 8-10 

Advance Spring Shoe Market, New 
England Shoe and Leather Associa- 
tion, Hotels Statler and Touraine, 
Boston Sept. 29-Oct. 3 

National Shoe Flr, ’ National Shoe 
Manufacturers Association and Na- 
tional Retailers Association, Chicago 

Oct. 27-31 

Spring Shoe Show, Northwest Shoe Trav- 
elers Association, Hotel St. Paul, St. 
Paul . 

Detroit Shoe Fair, Michigan Shoe Trav- 
ers Club, Wolverine Hotel, Detroit 

Nov. 3-5 

Spring Shoe Fair, Ohio Shoe Travelers 

Club, Deshler-Hilton Hotel, Columbus 
Nov. 9-12 

lowa Shoe Travelers, Hotel 

Moines, Des Moines, la. 
Nov. 10-11 

Spring Shoe Fair, The Southwestern 
Shoe Travelers Association, Adolphus, 
Baker, Statler-Hilton and Southland 
Hotels, Dallas Se ae: Nov. 10-13 

Spring Shoe Show, Southeastern Shoe 
Travelers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree and Piedmont Hotels, 
Atlanta .Nov. 

Spring Shoe Show, “Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh . .....Nov. 

Pacific Travelers’ Shoe Show, Hotel Van- 
couver, Vancouver, B. C. Nov. 

Heart of America Shoe Show, Central 
States Shoe Travelers, Hotels Muehle- 
bach and Phillips, Kansas City, Mo. 

Nov. 17-19 

Shoe Show, West Coast Shoe Travelers 
Associates, Inc., Biltmore and Alex- 
andria Hotels, Los Angeles. ... Nov. 

Spring Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver ... .Nov. 24-26 

Grand Rapids Shoe Fair, Michigan Shoe 
Travelers Club, Pantlind Hotel, Grand 
Rapids, Mich. . 

Spring Shoe Market, Midwest Shoe Trav- 
elers' Association, Morrison Hotel, 
Chicago .Nov. 24-27 

Popular Price Shoe Show ‘of “America, 
Hotels New Yorker, Sheraton-McAlpin 
and the New York Trade Shoe Build- 
ing, New York City .. . Dec. 1-5 

Shoe Show and Convention, Empire 
State Footwear Association, Inc., Ho- 
tel Onondaga, Syracuse, N. Y.. .Jan. 19-21 

St. Louis Shoe Show, St. Louis Shoe Man- 
ufacturers Association, Hotels Statler, 
Lenox, Sheraton-Jefferson and Park 
Fee Oty A, RN April 27-30 


Shoe Show, 
Fort Des 


10-13 


16-19 


16-21 


17-20 
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67-Year-Old Family Shoe Store Employs Nine Secrets of Success 





A man for ea 


By VIVIAN C. ANDERSON 


COLORADO SPRING, CoLo.—Nine ex- 
perienced salesmen on the floor, each 
with a clear-cut knowledge of his own 
line and his own clientele, are the nine 
combined reasons for the phenomenal 
success of the Vorhes Shoe Company 
here, 67-year-old family shoe store. 

In his five years’ experience as man- 
ager of this store, whose reputation has 
been built on reliability, Roy W. Allen 
has also discovered another secret that 
has put the operation on a good profit- 
making basis—that a family shoe store 
ean sell style lines and become well 
known for those lines. Since he added 
real style shoes to the other famous 
prand names on his shelves, the store 
has shown an unprecedented increase in 
sales volume and profit, and that has 
been accomplished in two years’ time. 

No salesman is hired without at least 
five years’ experience in practiced fit- 
ting. Each of his nine salesmen has his 





ch line of shoes spells profits for the Vorhes 
Shoe Co., Colorado Springs. A typical afternoon is noted 
in the scene above. 





own line to handle. He works his own 
stock, he orders weekly through Mr. 
Allen so that all sizes are available at 
all times. Each salesman is required to 
keep a file on each customer and every 
pair of shoes he sells and to follow up 
with each customer at intervals. 

In the children’s department, parents 
send youngsters in the store alone 
without hesitation. 

Each salesman is responsible for his 
windows, advertising and inside dis- 
plays and the 11 lines are rotated so 
that several are before the public’s eye 
in displays and in newspaper advertis- 
ing at all times. Moreover, the sales- 
men are on straight commission and 
are known as the highest paid shoe 
salesmen in the state. “But they have 
to produce to get that pay,” Mr. Allen 
said. 

The store itself is a “working” insti- 
tution through its physical layout and 
easy accessibility to the stock. Two 
girls work coordinated bags and ho- 


Vacationers in the shadow of Pike's Peak are attracted 
to the display of casuals in a window of Vorhes Shoe Co., 
22 Tejon Street, Colorado Springs. 





siery and cooperate closely with the 
shoe sales. Three girls are employed 
in the office. While the store is located 
in the heart of downtown, children’s 
shoe sales are still high, due to the 
special promotions, follow-ups and the 
firm’s reputation for fitting and satis- 
faction. 

Mr. Allen himself has been with the 
store for 15 years and most of the 
salesmen are as old in service as he. 
Frank Vorhes, the founder of the firm 
in 1890, sold the store to Julian & 
Kokenge Company, makers of Foot- 
Savers, some years ago, but he still 
lives in Chico, Calif. 

“Famous Names and Smart Hand- 
bags,” the store’s motto, is emblazoned 
across the front of the store. Lines 
handled include French Shriner, E. T. 
Wright, Roblee and Pedwin in the 
men’s lines, Buster Brown for children, 
and Palizzio, Mademoiselle, Town and 
Country, Carmelettes, Foot Savers, 
Red Cross and Clinic shoes for women. 





Mountain States Travelers 
Eager for Shoe Show Ideas 


DENVER—The Denver Shoe Show for 
Spring, 1958, will be held November 
24-26 at the Albany Hotel with an ex- 
pected registration of more than 500 
retailers from the Rocky Mountain 
States. The show, sponsored by the 
Mountain States Shoe Travelers Asso- 
ciation, is expected to attract addi- 
tional outstanding lines because it will 
not conflict with other show dates, 
R. E. Schuster, executive secretary, 
announced. 

Plans for the program and special 
features were made at the annual 
meeting of the association’s board of 
directors, July 27, at the Lakewood 
home of Sam Stone, second vice-presi- 
dent. 

The directors would like any retail- 
ers or salesmen who displayed the 161 
lines of shoes at the fall show in early 
June to send any comments, favorable 
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or adverse, to the Mountain States 
Shoe Travelers, Albany Hotel, said 
Mr. Schuster. 

Frank Phillips, president, announced 
that wives of the members of the asso- 
ciation have asked to organize an 
auxiliary or women’s group to make 
the association more powerful and to 
assist with the shows. Plans for the 
future organization now are being 
made by wives of the directors. 





Shoe Men Protest Sale 
of Shoes in Supermarkets 


CINCINNATI—A meeting by the Cin- 
cinnati Shoe Men’s Association here 
voted to protest to the Kroger Com- 
pany on the advertising and sales of 
rubber and canvas footwear being con- 
ducted in units of the giant supermar- 
ket chain, 

In a letter to Boor AND SHOE RE- 
CORDER, signed by Joseph A. Luckey, 
president, the association declared, 


“We believe that retail merchants 
should be alerted to any move of this 
kind to take footwear sales away from 
the shoe stores where it rightfully be- 
longs.” 

Members of the association said 
that, following the protest to the 
Kroger Company, they noticed no fur- 
ther advertising of gym shoes in 
Kroger’s ads. 





Elias Assistant Edison V-P 


Detroit—Arthur Elias, Detroit re- 
gional manager for Edison Brothers 
Stores, Inc., which includes Baker’s 
Shoe Store here, was recently elected 
assistant vice-president of the com- 
pany. 

Mr. Elias became associated with 
Edison Brothers as a salesman in one 
of the Baker’s stores in 1932, and was 
appointed manager of the Baker’s 
store in downtown Detroit in 1945. He 
was named regional manager in 1948. 


7I 





Pacific Travellers’ Show 


Elects Gladstone Chairman 


VANCOUVER, B, C.—The Pacific Trav- 
ellers’ Shoe Show announced the elec- 
tion here of William B. Gladstone as 
chairman of the 1957 shoe show. 

Mr. Gladstone, born in Winnipeg, 
Manitoba, has been traveling western 
Canada for the past 12 years. He cov- 
ers the Western division of Gladstone 
Shoe Agencies, Limited and Creative 
Shoes, Limited, companies founded by 
his father, Louis Gladstone. 

Mel Hunt, West Coast representa- 
tive of Savage Shoes, was elected vice- 
chairman and Alex M. Greenless, of 
Scott & McHale, Limited, was named 
secretary. 


WILLIAM B. GLADSTONE 








INO WY for tHe Zécec TIME 


For years the Scott's Spun Foam Insole has been 
acclaimed by progressive Dealers from coast to coast 
for its durability, good looks and ability to build cus- 
tomer goodwill. Now, for the first time, Scott's bring 
you AN EVEN BETTER SPUN FOAM INSOLE—Actually 
improved in FOUR DIFFERENT WAYS: 


1. IMPROVED TOPPING” - 


A new, thinner and more flexible Composition TOPPING, 
retaining all the good features of the old—LONG 


WEARING, COMPLETELY WASHABLE, ALWAYS SANI- 


TARY and EVEN MORE ATTRACTIVE! 


2. NEW PATTERNS 


All Ladies’ Sizes now being cut from new and improved 
dies, properly contoured to fit modern shoe lasts cor- 
rectly and without trimming. 


= CHOICE OF COLORS 


For the first time—a choice of colors in all Ladies’ Sizes 
—beautiful Beige and Dark Gray. The Spun Foam Insole 
can now be worn with open sides and heels without de- 
tracting from the appearance of the shoe! 


4. IMPROVED PACKAGING 


Each pair attractively packaged in beautiful yellow and 
brown wrap. cellophane wrapped and perforated for 
use on Peg Board Display for added sales appeal. Peg 
Board given free with six dozen pair or more upon 
request 


NOW, MORE THAN EVER 
YOUR BEST INSOLE VALUE 


Write for complete catalog! 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST. © OMAHA, NEBR 


YOUR COST ONLY 
$4.50 Dz. Prs. or $51.30 Gro. Pairs 


SUGGESTED RETAIL PRICE 69¢ 


STOCK NO 702— 
All even sizes, men's and ladies’ 








The directors of the 1957 Pacific 
Travellers’ Shoe Show are Glenn Paul- 
son, Stewart Lindsay, Cec G. McLen- 
nan, Bruce Ogilvie, Les Jamieson, and 
Harry Sealey. 

The show will be held November 
16-21 at the Hotel Vancouver. 


John the Shoeman Schedules 
Nine New Shoe Departments 


PROVIDENCE, R. I.—John the Shoe- 
r.an, of Providence, will open nine new 
retail shoe departments within the 
next few months, according to Sidney 
Flanzbaum, co-owner. 

They will be located in Pennsylvania 
and New York. 

The first addition to the chain was 
a department, opened June 1 at Water- 
town, Mass. 

This company already has in opera- 
tion nine retail departments in Rhode 
Island, New York, Massachusetts, and 
Pennsylvania. It also operates two 
retail shoe stores, one in Providence 
and one in Fall River, Mass. 


Thom McAn Names Nedder 
To New Buyer’s Position 


NEw YorkK—Melville Shoe Corpora- 
tion has named J. Richard Nedder to 
the newly-created position of assistant 
buyer, men’s and boys’ shoes for the 
Thom McAn division, it was announced 
by Frank C. Rooney, Jr., vice-president. 

In addition to general assistance to 
the buyer, Mr. Nedder’s duties in his 
new position will include responsibility 
for store testing of new Thom McAn 
styles and supervision of size buying. 

Mr. Nedder joined the company in 
1944 in the Boston area, as a salesman 
in a Thom McAn men’s and boys’ store. 
Since that time, except for service with 
the U. S. Navy, he has been with Thom 
McAn stores in Boston, Cambridge, 
and Springfield, Mass., and in 1955 he 
was transferred to New York head- 
quarters as assistant in the merchan- 
dising department. 


Memorial Fund Being Raised 
To P. Irvin Volk, Baltimore 


BALTIMORE— The Baltimore Shoe 
Industry is creating a $5,000 Memorial 
Fund in honor of the late P. Irvin 
Volk, who, at his death in April, was 
president of P. H. Volk & Company, 
one of the oldest and largest wholesale 
shoe distributors on the East Coast. 

David Trager, of Stewart & Com- 
pany, department store, here, is chair- 
man of the Memorial Fund Committee. 
The money will be used to equip a sur- 
gical operating room dedicated to Mr. 
Volk in a hospital for crippled chil- 
dren or a hospital specializing in or- 
thopedic diseases. 

Sizable contributions have been al- 
ready received in Baltimore. It has 
been requested that all further dona- 
tions be sent to Mrs. Sara H. Abra- 
hams, recording secretary, Baltimore 
Shoe Club, at her home address: 3240 
Tioga Parkway, Baltimore 15, Md. 
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Leather Style Reports 


Hermann Loewenstein Shows 
New ‘Glace Calf’ Leather 


New YorkK—Important news at Her- 
mann Loewenstein is their Glace Calf, 
described as a “rich, mellow leather 
with subtle texture.” This leather has 
been developed, according to Rudy Cor- 
rell, the firm’s president, to supply “a 
leather with the stability of calf but 
with the look of kid and a high fashion 
sheen.” The very fine convex pebbling 
serves as a mirror to catch the light. 
A wide range of colors has been used 
in this tannage. 

Pepper Calf is a new finely grained 
and glazed calfskin with a two-tone 
effect, made only for lined shoes. The 
important colors in this leather are 
Sorrel Tan, a light, rather neutral 
brown; Hibiscus Red and two grays, 
Fleet and Thicket. 

There is news in white leathers, 
which are true, dazzling white. In 
Lustre Technicalf and Beluga, they are 
washable. In Kafalope, any dry clean- 
ing agent can be used. 

An interesting story has developed 
in the light beiges where the cast is 
away from pink. However, to give 
something new and different to the very 
high fashion women’s manufacturers, 
a Pink Chocolate has been introduced. 


Color will be especially important 
this coming spring and summer, accord- 
ing to Mr. Correll, to tempt women into 
buying new shoes. Their closets are 
filled with black shoes so promotions 
must be on color. He points out, how- 
ever, certain leathers belong properly 
in certain colors. Geography does play 
a part in this selection, however. Stores 
in Florida or southern California and 
the Southwest can stock more heavily 
on light, bright colors in almost any 
leather. 

Going over a group of Loewenstein’s 
leading leathers, and noting the most 
important colors, we find that it is the 
neutrals, beige, tan and gray, that 
stand out. Along with these, there are 
lighter navy and several reds. Follow- 
ing these are several reds, ranging 
from an orange to a blue cast; several 
blues, several pinks, yellow, orange, 
coral, turquoise, green and lavender. 
Harlequin combinations are very much 
liked. 

In the anilines a group of shock 
colors add brilliance to a leather most 
often made in conservative beiges and 
light to medium browns. These are 
Confetti, a lavender, Flamingo, Caribe 
Blue, Blue Marlin, Coral Reef, Mad 
Green and Hot Orange. The nautical 
theme will be best, according to Mr. 
Correll, in aniline Blue Marlin and 
Geisha Red, plus white. 

New neutrals in anilines, perhaps 
the number one colors for this leather, 
are Muffin, a light, young color; Wood- 
ruff, a high fashion greenish-gray; 
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White Sand, a clean light shade with 
no pink and no darkness in it; Gray 
Haze, a clean gray. Benedictine and 
Briarwood are expected to be good. 

Very strong again is Corkette which 
will have great importance in neutrals: 
Mist, the “big” gray; Burlap, Crushed 
Ice, Alpaca, Oatmeal and Brindle. 
Chinese Poppy is also very important 
in Corkette. The leather is being made 
in two weights for lined and unlined 
shoes. 


In Kafalope, there is the new white 
tannage which permits cleaning with 
any dry cleaner. Important colors in 
this leather are Moonbeam, not new; 
Searlet, Turquoise Putty, from which 
the pink has been removed; Royal 
Blue and Burlap. 

In Lustre Technicalf pink is ex- 
pected to be second to white. New 
colors are Gray Pearl, Palm Beach 
Beige and Capri Blue. Six lustre colors 
have been matched to suede colors. 
Note especially, Rose Petal, Comtessa 
Red and Irish Linen. Burnished Brass 
and Quicksilver are slated for Easter. 
In Gamuza suede the three colors noted 
as matched to the lustres are import- 
ant, as are Golden Fleece, Artichoke. 
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“Costume Look’ Seen Influencing 1958 Shoes, Leathers 


NEw York—lIn her report on A. C. 
Lawrence Leather Company’s new 
leathers, Dorothy Anderson, style di- 
rector of that firm, predicted that 1958 
will bring in the “costume look” in 
women’s fashions and shoes. 

“The subtly blended monochromatic 
costume, the brilliant, colorful print 
costume, the clear crisp Americana cos- 
tume, the clean clear look of the new 
1958 pastel cottons, the soft grayed 
look of the 1958 pastel crepes, the wide 
range of neutrals in a variety of tex- 
tures—all require a related shoe to 
complete the 1958 costume look,” com- 


mented Miss Anderson. 

“At A. C. Lawrence, we believe that 
smooth leathers will predominate, with 
calfskin the leader. We feel that the 
new lasts and today’s details of con- 
struction and design are best expressed 
in this medium.” 

She predicted that calf will be im- 
portant in black and white for all types 
of shoes. Flight and Scarlet will com- 
plement the Americana look. Flax, 
Primavera and Almond will be worn 
with the varied types of neutral beige 
costumes. Gray Sky is a perfect neu- 
tral to complement the soft grayed pas- 





Extra 
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POPULAR 


‘SIDE-BUTTON 


STYLE 


New See-Thru Color ! 


Extra sales to ladies who prefer this easy 
to put on style! Made especially for me- 
dium and high heel shoes. Soft, dainty 
and feminine. Pure s-t-r-e-t-c-h-y latex 
rubber—now in SMOKE—the color you 
can SEE THROUGH! Non-skid DuPont 
Neoprene Soles and new triple-reinforced 
heels. In Jet Black and Silver Gray too. 
Suggested retail per pair 


World's Largest Selling Lightweight Rubber Footwear 


ORDER SAMPLES TODAY—or write 
So-Lo Marx Rubber Company, Dept. 
B-8, Loveland, Ohio for new price list. 
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tels that are appearing in the new 
crepe dresses. 

Vaquero, a smooth polished full- 
grained aniline kip, is designed for the 
season’s unlined suit and spectator 
shoes. Three new colors have been 
added: Duna, a neutral beige; Ropo, a 
brilliant lipstick red, and Armada, a 
true light navy. Romaza, a golden-tan 
tone, continues in demand. 

She feels that Ranchhide, a glove 
soft full-grained leather, is a comple- 
ment of the new cottons, especially 
when used in low heeled casuals or 
feather light little heeled pumps. Chino, 
a true chino neutral, paletone, a pale 
grayed green, Graymist, a soft light 
gray, Melon, a light orange, are fol- 
lowed by Sissy Blue, Pamper Pink and 
Vanilla plus the whitest of whites, 
White Ranchhide. 

Patent leather is a natural for the 
prints of 1958, reports Miss Anderson. 
Barilla Linings feature a new group 
of hush colors that are truly “a tint of 
a tone.” They blend with the new 
hosiery tones. Colors are Hush Beige, 
Gray, Green, Pink and Blue. 

Two grains look important to Miss 
Anderson—Pinhead, a small pinseal 
grain, and Baby Beaver, a shrunken 
type grain. Both look new in the low tie 
oxford while continuing in the little 
heel pumps and various types of 
tailored suit shoes. They show promise 
in the children’s market. Wild Rice is 
another Lawrence leather with surface 
interest, especially in white and black 
patent leather. 

Turftop is a plushy pile surface kip 
offered now in several new colors. Sea 
Moss is Miss Anderson’s candidate for 
“the neutral of the season.” For the 
American look, she picks Indigo Blue 
and Red Pepper. Turftop is expected 
to be important with casual carefree 
shoes. It will go well with the new 
spring woolens, jerseys and knits, she 
predicts. 


Ohio Leather Brings Out 
New Clear Shades for 1958 


NEw YorkK—The Ohio Leather Com- 
pany is concentrating on clear shades 
for spring and summer, 1958, according 
to Naomi Sloan, the firm’s fashion di- 
rector. 

Three new colors have been intro- 
duced: Clam Bisque, the newest neu- 
tral, a very clear whitened beige, al- 
ready picked for special promotions; 
Cornflake, a medium tan with beige 
undertone and Minnow, a new, slightly 
blue gray. 

Carried-over colors are Gray Sky, 
Scarlet, Flame, Indigo, especially for 
trimming white; Ash Blond, introduced 
for spring 1957; Town Brown for 
dressier shoes; Flight Blue, white alone 
and combined with one or two colors. 

Cornflake is recommended to trim 
white spectators, black or Town Brown 
to trim white in Ohio’s new textured 
leather, Rotolo, a genuine shrunken 
grain. This leather is in colors to 
match the smooth calf. 
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New Colors in Hubschman’s 
Leathers for Spring, 1958 


NEw York—“‘We must have neu- 
trals,” says Dorothy Fox Davies in pre- 
senting E. Hubschman & Sons’ leathers 
for spring, 1958. In this category and 
the lighter tan family the company’s 
fashion director shows Flax—“with the 
pink taken out’—Wicker, Rattan and 
Ascot gray, all repeated colors, and 
new shades, which comprise Paté, slated 
for fashion promotion, Beeswax and 
Atmosphere, a new light gray. Sage, 
also new, is a darker beige tinged with 
green. 

Also new is Malacca, in the Balen- 
ciaga family. Four dark browns should 
be noted; Town, Walnut, Perfect and 
one new brown, an aniline, called 
Spring. There are three warm middle 
tones: Ginger Beer, liked especially as 
a trim on white; Turftan and Bene- 
dictine. 

“Red may fool us,” says Mrs. Davies 
and shows four reds: new Raspberry 
Sherbet, blue in cast, and repeated reds, 
Grenadine, Basque and Cordon Rouge 
with an orange tinge. Two blues, both 
repeats, are in the spring, 1958 line: 
Marlin and Flight. Putting Marlin 
with either Raspberry or Grenadine 
and Hubschman’s white, Swiss Snow, 
and we have the combination for the 
important new “Yachting” promotions. 

One yellow, Butter, one melon shade, 
Persimmon, and a Fern Green, new and 
an avocado shade, are also in the new 
collection. An interesting combination, 
amon many other possibilities, is But- 
ter, Flax and Fern Green. 

Speaking of leather finishes, Mrs. 
Davies noted Black Glass, especially in 
Zephyr, Hubschman’s new very light 
weight calfskin. Grains must be very 
refined and she points to their Caviar 
grain. 

About shoe styles, Mrs. Davies says 
the modified tapered toe is definitely 
the most saleable. Succeeding a period 
of bows, buckles and buttons, all used 
to shorten the look of the long tapered 
toe. She said we shall have treatments 
inherent in the leather, such as draping 
and pleating. 


‘Needlepoint’ Unusual Item 
In Fleming-Joffe’s Collection 


New York—Imported leathers plus 
imported fabrics are the feature of 
Fleming-Joffe’s spring and summer, 
1958, collection. 

Needlepoint, an English import, is a 
print on both the smooth and velour, 
or suede, sides. White, beige and camel 
are the colors in the velour; yellow, 
pink, blue, white and brown in the 
smooth. Capri, a ventilated leather, is 
also in the two surfaces. 

In The Florida from Italy, we have 
a hand-tooled needle effect in white on 
white, black on white and colors on 
white. Another textured leather is from 
England and is red, brown, black, etc. 
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on white. Damask is an all-over floral 
pattern on suede and is a monotone. 
Sponge is the name of another textured 
leather giving the effect of a very fine 
sponge surface. Pin Kid, not a new 
leather, is now available in red, pink 
and navy, as well as black, gunmetal 
and bronze, the winter colors. A new 
Corduroy suede, backed, has been in- 
troduced for dressy shoes and will be 
available in a very wide color range. 
Himalayas, the only domestic leather, 
has a color range of eight shades plus 
white. These comprise gray; Ginger; 
Pasta, a light beige; Nectar; Hya- 
cinth Blue; two pinks. All these lea- 





thers come in two weights. 

All the fabrics from Fleming-Joffe 
are Italian. Hemp is shown in several 
versions, an all-over embroidered ma- 
terial, striped hemp in which the color 
combinations run to such striking 
grouping as shocking pink with orange; 
and petitpoint hemp. The same de- 
signs are made on nylon, silk or rayon 
satin. Nylon is also shown in a flocked 
treatment; rayon in a ribbed weave. 

In snakeskin there is a beautiful 
color range. There is color also in the 
patent Calcutta lizard, a genuine Cal- 
cutta lizard with a genuine patent 
finish, until now available only in black. 
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‘Thin’ Slender Silhouette in Geller’s Fall Collection 


New York — The “Thin Look” is 
Andrew Geller’s name for the very 
tapered toe, promising to become still 
thinner towards fall. “Leotard” is 
their name for their most slender sil- 
houette, so-named to indicate that 
ready-to-wear’s fluid fit has been 
brought to the foot. It is a silhouette 
that will appear in shoes through the 
year and around the clock. 

Other features of the Geller collec- 
tion for fall and winter, 1957, pre- 
sented recently to the press at a buffet 
breakfast here are “Hi-Fi Heels,” de- 
scribed as a new towering elegance for 


after-dark fashions, “Low-Plunge 
Sides,” “High-Rise Vamps,” starting 
with stand-up buckles, “No-Back 
Pumps” for late day wear. The pump 
is cited as the prevailing style, straight 
of side and sharp of toe. Strong in- 
dication is that the open back is gain- 
ing interest, a trend that might be a 
top fashion for resort collections. 
Fabrics were strongly endorsed in 
the Geller collection. Starting with a 
September promotion of half and half 
combinations of leather vamps with 
Black Watch tartan quarters, the 
fabric shoes carried on through the 
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fall in daytime shoes in “Afternoon 
Silks.” For late day wear, Geller will 


Color plus fur is the news in this show- 

piece pump from Andrew Geller's au- 

ftumn shoe collection. The mink pompom 
is set off by new ‘electrified’ suedes. 


promote a group of shoes in decorator 
fabrics in a variety of rich and subtle 
colors, pure beige, muted reds, intense 
blues, taupe, a bronze and gold 
threaded black satin and a Victorian 
gold. 

For evening wear the brocade eve- 
ning oxford is news. Some of the 
tapestry fabrics are beautifully cor- 
related with suedes. Coordination of 
shoe colors with fur tones will be a 
leading promotion theme. 

For October three electric colors will 
be promoted: High Brass, Ripe Orange 
and Blue Flame. Throughout the col- 
lection the feeling is a softened ele- 
gance and a relaxed ease reflecting the 
trend of fashions in clothes. 


Black Expected to Sell 
Best from Fashion Viewpoint 


NEw YorkK—Black will probably sell 
more than any other color for spring 
1958 and this from a fashion stand- 
point, according to Emily Bryant, style 
director for A. F. Gallun & Sons, Cor- 
poration. Black on white and black 
with black are recommended combina- 
tions. Beiges and the no-color type will 
be volume. 

The off-beat family will include a 
lighter no-color shade. In the beige-to- 
brown color range, Black Brass, an 
aniline, is new and the darkest color 
in this group. Repeated colors are 
Brown Leaf and Flax. A little staple 
dark brown will be sold. Two repeated 
reds will be in the line: Red Sails and 
Basque. 

In Contour, Gallun’s leather with a 
dressmaker finish, there will be a new 
beige called Skin Tint; Bouquet Green, 
a new version of their spring 1957 
green; Blue Smoke, a blue gray and 
Gray, a black and white type of gray. 
All the basic colors will also be used 
in the Contour finish. 

Combining a number of different 
shades in the same color family is being 
advocated by Miss Bryant for the total 
costume coordination. She can visual- 
ize, for example, a head-to-foot costume 
in a variety of blue tones and another 
in the pink-to-red tones. 
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Stylist, Back from Europe 
Shows Glove Shoes, Leather 


New YorK—Reviewing style trends 
in shoes brought back from her recent 
trips to Europe, Charline Osgood, style 
director for the Kid Leather Guild, 
demonstrated the importance of “glove” 
shoes, tapered toes, decorative stitching, 
draping, a straight outside line com- 
bined with a dipped inside line, T- 
straps, red shoes, multicolor kid pumps, 
a sweater pump. 












Geilich’s 1958 Spring Line 
Includes Bright Navy Leather 


NEw York —Geilich Leather Com- 
pany is keeping the following colors in 
their line for spring and summer, 
1958: White Pepper, Toasted Muffin, 
Green Tea, Diabolo red, Borgia yellow. 
New colors include Bluet, Pinky and a 
new greige. 

In the new line there are also Obi 
blue, a bright navy for the red, white 
and blue combination, Nasturtium, 
Peanut Shell and Baby Doe, Vicuna 
with the pink taken out. 

The colors that have received the 
most comment, according to Martha 
Geilich, the firm’s style director, are 
the new greige, Baby Doe, Peanut Shell 
and the pink and blue pastels. 

Two new designs in textured leathers 
have been introduced: Terrazzo and 
Burlano, the latter with a burlap ef- 
fect. 

















Colonial Tanning Sees Need 
For ‘Type’ Shoe Leathers 


BostoN—lIn closed shoes there seems 
little doubt that the slim tapered toe 
will go on skyrocketing to greater fash- 
ion heights but there is a note of warn- 
ing in that we should not overlook the 
need for, and the woman’s fondness for, 
the opened up shoe, says Jane Wheeler, 
of the fashion and promotion depart- 
ment of the Colonial Tanning Com- 
pany. She said there is a growing 
group of occasional or “type” shoe, 
each requiring its own kind of leather. 

For sport shoes, the Amalfi types and 
casuals, she said, Colonial is presenting 
new grains and textures, as well as 
embossed leathers. Tuscana is a little 
more pronounced grain than Belmont, 
and Piedmont is a still more definite 
grain adapted for sports and country 
shoes. 

In the textured, drum-dyed group, 
Colonial will show Papeeti and Tripoli. 
Colors in these new specialties follow 
the natural, beige to brown tones, me- 
dium and darker gray, and also white. 

Children’s manufacturers see a real 
potential for these newer grains and 
textures in both school and _ sports 
types. Colors are being repeated, to 
which has been added variations to fol- 
low the general trend toward neutral 
shades: 

Flax is a creamy off-white, Prima- 
vera replaces Coffee Mist and French 
Bread. Spanish Tan has a sporty cop- 
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pery cast. Chino is a smokey shade 
with a green tone, Coconut, a volume 
brown, and two beautiful new promo- 
tion colors, Azure, is a deep sky blue 
and Meadow, a very cool green. 

Included in the specialties for spring 
are Colkrush, a maracain finish light 
weight leather, textured checkerboard, 
two tone Broadtail, Wild Rice and 
Adano and Fantasy in the textured 
splits. 

Black patent leather continues to be 
the most important leather for dress 
shoes, and is growing in volume in 
casual types and flat sandals, alone or 
in combinations of textured and em- 
bossed patents. 


The spread of interest in textures 
generally has opened up many possi- 
bilities for the embossed and printed 
patent leathers. Wild Rice and Pebble 
and other grains all have volume po- 
tential, according to Miss Wheeler. 
Gunmetal and Bronze continue in their 
own fashion niche and each year grow 
to be more basic. 

Heirloom patent, a newcomer, is cur- 
rently on a copper background. Two of 
the new shock shades, Caribbean Pink 
and Shrimp, are being recommended 
for use with white, and open up a new 
and dramatic use for patent leather in 
chic, and exciting cruise and vacation 
shoes. 
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Leather Industries of America Holds Fall Leathers Show 


New YorK—Fall leathers in shoes 
-~for men, women and children—and 
accessories were on exhibition recently 
at the headquarters of Leather Indus- 
tries of America here. 

Varieties of types and finishes in- 
cluded highly polished smooth leathers, 
matte, suede, embossed suede, lustre, 
grains and brushed leathers. Combina- 
tions in women’s shoes included matte 
and suede with patent or highly pol- 
ished leathers. In spectators smooth 
leather was combined with grained or 
suede. 

Tapered toes and elegant, flowing 
outlines were characteristic of these 


A neat little 


no markdowns. The nation’ 

specialists know that the Foot-Balance® pro- 

gram is a must for repeat business. Do you? 
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styles and related to the fashion trend 
to fluid lines in women’s fall clothes. 
Important among the silhouettes shown 
were Regency and d’Orsay pumps; a 
high-riding dressy oxford on a stiletto 
heel, instep straps, lower on the foot; 
the ankle strap revived in some high 
fashion shoes. 

In treatments there were leather 
bows and buckles, rhinestone tiaras on 
matte leather evening shoes, tear- 
shaped cutouts, perforations, and, on 
some of the strap styles, jet beading 
reminiscent of the Twenties. Heels were 
of many types, three-inch stiletto, coni- 
cal-shaped medium heels, scooped - in 
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Baby Louis, the Queen Anne and 
stacked leather heels on spectators. 

In men’s shoes displayed at Leather 
Industries of America’s recent showing 
were slim, more formal looking shoes 
for business in highly polished aniline 
finishes and rugged brushed leathers 
for casual wear. 

The three-eyelet wing tip—lower cut 
than usual for American shoes but a 
little higher than the first European 
models—was featured as the most popu- 
lar business style for men. The detail- 
ing gives a longer, lower look to these 
shoes—the wing tip swept back and the 
heel slightly lower. Another popular 
style was the straight tip blucher and 
the plain-toed bal. Styles shown also 
included two-eyelet bluchers with plain 
toe and high tongue or a moccasin 
vamp, combining grain and smooth 
leathers; classic slipons, either Nor- 
wegian moccasins or side-gored. 

Many leathers were also shown in 
children’s shoes, including all the sur- 
faces shown in men’s and women’s. 
Boys’ oxfords were conventional and 
formal in highly polished black calf or 
bolder and more sporting in ruddy 
brown leathers with bold perforations, 
black eyelets and black leather welting. 

The Ivy League back strap was 
shown for little children as well as the 
bigger boys and girls. For college girls 
soft-toed moccasins and dressier tai- 
lored flats with spectator perforations, 
little laced weskits, underlays of con- 
trasting textures or colors and leather 
bows, were the featured styles. 

For the college boy Cordovan got top 
rating as shown in plain toe bluchers 
or wing tip brogues. The two-eyelet 
moccasin tie in brushed leather was an- 
other favorite. In children’s and men’s 
shoes welt constructions were noted as 
important. 


First Reluctance Toward 
Modified Tapered Toe Melts 


Syracuse, N. Y.—A modified ver- 
sion of the tapered toe in women’s 
shoes is now being accepted “quite 
readily” by customers of the Park 
Brannock Company, according to 
Henry Merdes, sales and promotion 
manager. 

“The reluctance we met in_ the 
spring is fast disappearing,’ reports 
Mr. Merdes, “although we notice in 
most cases the women insist on some 
kind of an ornament on the narrow 
toe.” 

When customers first questioned the 
comfort of the “needle point” style, 
Park Brannock personnel carefully ex- 
plained the importance of the extra 
one-quarter inch in length, sometimes 
even using paper sole patterns to show 
the comparison with other styles. As 
soon as they received proper assurance 
of roominess, Mr. Merdes says, cus- 
tomers were willing to try the pointed 
toe, the time spent in explanation 
really “paying off’ from the stand- 
point of sales. 
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National Shoes, Inc., Votes 
To Pay Dividend August 2 


NEw York — Directors of National 
Shoes, Inc., retail shoe chain, have 
voted a six per cent common stock 
dividend payable August 2, to share- 
holders of record on July 17, it was 
announced here by Mac M. Siegel, sec- 
retary-treasurer. The firm operates 
136 popular-price family shoe stores 
in five northeastern states. 


The stock dividend, the Company’s 
second since it became a public cor- 
poration in 1955, will be in the form of 
one share for each 16 shares held on 
the date of record, with cash payments 
for fractional shares based on the 
stock’s market value at the close of 
business on July 10, according to Mr. 
Siegel. 

He said the stock dividend will come 
out of the unissued balance of the 
1,000,000 shares authorized. There are 
570,697 common shares outstanding. 
Last year, the corporation declared a 
five per cent stock dividend. A _ sub- 
stantial portion of the firm’s earnings, 
according to the officer, has been em- 
ployed during the past year to help 
finance a long-range program of ex- 
pansion and modernization. 

During the past year National Shoes 
opened 14 new stores. The company’s 
expansion program provides for a 
total of at least 200 stores, a number 
of them to be opened within the next 
six months. 

Mr. Siegel said sales and earnings in 
the current fiscal year, which will end 
on August 3, are running higher then 
last year, when sales totaled $21,265,- 
409 and earnings amounted to $620,- 
520, equivalent to $1.09 a share. 


Beck 5-Week Sales Inch Up 


New York — The A. S. Beck Shoe 
Corporation, including its Adler Shoes, 
C. H. Baker, and Ansonia subsidiary 
chains, announced that retail sales for 
the five weeks ending June 29, 1957, 
totaled $6,195,641. This is a .2 per cent 
increase from retail sales of $6,185,- 
488, during the corresponding 1956 
period. 

For the first 26 weeks of 1957, A. 
S. Beck and its subsidiaries reported 
sales of $28,896,276, an increase of 4.7 
per cent from sales of $27,590,789 re- 
corded for the comparable period of 
1956. 


Quarterly Brown Dividend 


St. Lourts—Brown Shoe Company, at 
the board of directors meeting July 9, 
declared a quarterly dividend of 55 
cents per share on the common stock 
of the firm, payable September 3, 1957, 
to stockholders of record August 15. 
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Shoe Corp. Half-Year Sales 
Rise 8 Per Cent Over 1956 


CoLumBus, O. — The Shoe Corpora- 
tion of America and its subsidiaries, 
with the exception of the A. S. Beck 
Shoe Corporation, had sales of $6,840,- 
459 for the four weeks ended June 29, 
1957. This was a 3.25 per cent gain 
over the comparable period for 1956. 

For the 26 weeks ended June 29, the 
company announced sales of $37,750,- 
642, which figure was 7.49 per cent 
above the same period in 1956. 

In 1957 the corporation had 642 re- 
tail units in operation; for the same 
period last year, 611. 


Cheyenne Shoe Stores Stage 
Big Cowboy Boot Promotions 


CHEYENNE, Wyo.—Special mid-sum- 
mer promotions on cowboy boots have 
brought excellent response for two 
stores here specializing in Western 
footwear, it was reported by the man- 
agements. 

Sol W. Bernstein proprietor of West- 
ern Ranchman Outfitters, Wyoming’s 
lzrgest western store, reported boot 
sales were more than tripled in his 
eighth annual dress-western sale. The 
promotion was timed to take advantage 


of Cheyenne’s famous Frontier Days. 

Special purchases enabled the West- 
ern Ranchman to offer men’s cowboy 
boots regularly priced up to $27.50, at 
a “dress-western” price of $11.95. Boys 
and girls boots in values to $12.95 to 
$15.95 retail, were sold at $5.95 and 
$7.95. Values to $17.95 in ladies’ boots 
were offered at $7.95 in a full range of 
colors, styles and sizes. 

Mr. Bernstein noted that depth in 
sizing was important to the success of 
the sale. Idea of the sale, he explained 
was to allow every Cheyenne citizen 
an opportunity to dress western for 
the annual Cheyenne Frontier Days. 
Cheyenne business and _ professional 
men have always pushed the dress- 
western theme to promote the big out- 
door rodeo and western show, and West- 
ern Ranchman’s sale is simply in line 
with the community effort. 

His theme this year was “Dress 
Right — Dress Western.” A full-page 
ad used to announce the sale pointed 
out: “Buy now for Frontier Days... 
and have a Western Wardrobe good for 
any month of the year!” 

The Wrangler, another well-known 
western wear store in Cheyenne, also 
reported a good upturn in volume from 
staging a trade-in sale on custom-made 
boots. A $5 allowance was given on 
any pair of famous-label quality boots 
priced at $27.50 or more. Even if the 
customer had no old boots to trade, a 
$2 reduction was given on a new pair 
of custom-made boots during the sale. 
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Obituaries 





Louis Hartman 


HAVERHILL, Mass.—Louis Hartman, 
one of the organizers of the 46-year- 
old Hartman Shoe Manufacturing 
Company, here, died in Hale Hospital 
following a brief illness. He was trea- 
surer of the company as well as of 
its affiliate, the Hannahson’s Shoe 
Company. 

Mr. Hartman was born in New York 
in 1883 but had made his home in 
Haverhill for the last 50 years. He 
was a founder of Temple Emanu-El 
and a member of the Beth Jacob syna- 
gogue, this city, as well as of the Oheb 
Zedek synagogue in New York, of 
which his father was one of the 
founders. 


Active in community and industry 
affairs, he was a member of the 
Greater Haverhill Chamber of Com- 
merce, Haverhill Shoe Board of Trade, 
National Shoe Manufacturers Associa- 
tion, New England Shoe and Leather 
Association and 210 Associates. During 
World War II, he served on the War 
Manpower Commission. 

Surviving Mr. Hartman are his 
widow, Mrs. Dora Hartman; a son, 
Benjamin A.; three daughters, Mrs. 
Harold G. Gould, Mrs. Howard J. 
Glazer and Mrs. Robert Berns; two 
brothers, Samuel and Joseph; and two 
sisters, Mrs. Daniel Wallach and Millie 
Hartman. 


George W. Kaiser 


St. Louis—George W. Kaiser, as- 
sistant superintendent of International 
Shoe Company’s Flora, IIl., plant, died 
July 18 at Clay County Memorial Hos- 
pital in Flora. He was 59. 

Mr. Kaiser, who began work in 
Flora only last month, had been as- 
sistant superintendent of the com- 
pany’s Cape Girardeau, Mo., No. 2 
plant since 1956. He had been associ- 
ated with International since 1915. 

Cause of death was a_ ruptured 
aorta. Mr. Kaiser is survived by his 
wife, Geraldine; two daughters, two 
sons, and three brothers. One of the 
brothers, Oscar, is superintendent of 
the company’s two manufacturing 
units in Cape Girardeau. 


Edward Mayo Holton 


NORTHFIELD, VTt.—Edward Mayo Hol- 
ton, 69, who recently retired after serv- 
ing 10 years as manager of the shoe 
department at the Montgomery Ward 
Company store in Barre, died at a 
hospital in Burlington, July 14. 

He was a native of Northfield and 
at one time was a partner in the 
Boules & Holton dry goods store here. 

Mr. Holton was the first president of 
the Northfield Rotary Club, a past 
master of DeWitt Clinton Lodge of 
Masons and past patron of the Order 
of the Eastern Star. 
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Max Fisher 


BostoN—Max Fisher, formerly co- 
owner of the Fisher Shoe Company in 
Hudson, Mass., was found dead on the 
floor of his office at 145 South Street, 
this city, on the evening of July 10. 
He had been stabbed repeatedly in the 
back, chest and abdomen. Police in- 
vestigation to determine the motive for 
the murder and to apprehend the 
murderer is continuing. 

Since the liquidation of his shoe 
manufacturing business, which he op- 
erated with his brother Samuel, of 
Brookline, Mass., Mr. Fisher had been 
engaged, also with his brother, in the 
operation of a leather specialties busi- 
ness here in Boston. His home was in 
suburban Newton. 

Surviving him, in addition to his 
brother, are his widow, a son, Marvin; 
two daughters, Mrs. Barbara Kayce of 
Boston, and Mrs. Eleanor Fireman of 
Brockton, Mass.; and a sister, Mrs. 
Lillie Rosen. 


Clarence Goodrich 


BELFAST, Me.—Clarence Goodrich, 
superintendent of the Belfast Shoe 
Company, died after a short illness at 
the Belfast Hospital. He was 59 and 
had been an official of the company 
since its organization here ten years 
ago. 

Survivors include his widow, Mrs. 
Myrtle Goodrich; a daughter, Mrs. 
Celene Redman of Belfast; and a sis- 
ter, Mrs. Ola Wilkins of Portland, Me. 


More Window Display Space 
Prompts Red Cross Move 


Syracuse, N. Y.—After an absence 
of six years, during which time they 
conducted a leased department in 
E. W. Edwards’ department store, Red 
Cross Shoes have their own shop. It is 
located in the most intense downtown 
retail shopping block, at 319 South 
Salina Street. 

The new location, just a few steps 
away from the busy intersection of 
Salina and Fayette Streets, permits 
the display of approximately 150 pairs 
of shoes in the windows. 

“That’s our reason for moving,” ad- 
vises Norman Feinglos, manager for 
Arthur Kent, Inc., “we wanted a bet- 
ter opportunity to show our stylized 
lines than was possible in a leased de- 
partment in a big store.” 

Referring to the first month’s busi- 
ness as “excellent and holding the 
promise of being even more so,” Mr. 
Feinglos said his company had been 
watching the 300 block of Salina 
Street for just such a 100 per cent lo- 
cation to become available. 

The new store, decorated in tones of 
pink and brown, is 14 feet wide by 80 
feet deep and has 24 chairs. Most of 
the stock is hidden. The manager es- 
timates between 10,000 and 15,000 
pairs of shoes can be accommodated 
at one time. 
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Practical Help ‘Manual’ 
Helpful to All Shoe People 


The “Feature Shoe Manual,” just 
published, is an interesting and in- 
formative little book of 60 pages which 
should prove of practical help to all 
shoe men. It’s also recommended as a 
reference directory for doctors prescrib- 
ing special footwear for their patients. 

The manual was prepared and writ- 
ten by Dr. Charles A. Roberts, who, 
besides being a chiropodist, has spent 
some 40 years in the shoe industry as 
a retailer, factory official, shoe traveler 
and foot specialist. His extensive back- 
ground makes him eminently qualified 
to prepare this practical study. 

The manual deals with what the 
author terms “feature shoes.” He says 
such terms as “orthopedic” and “cor- 
rective” are wrong as applied to such 
footwear. A feature shoe is one having 
certain features concerned specifically 
with foot balance and foot function, or 
having other special characteristics 
ordinarily not found in regular shoes. 


Former Abuses Corrected 


The manual provides a brief but in- 
teresting background on the develop- 
ment of feature shoes, pointing out 
former abuses and how these have 
been corrected by Federal Trade Com- 
mission action and by the shoe industry 
itself. Dr. Roberts urges that manufac- 
turers making feature shoes band to- 
gether to form a research group for 
foot health studies, and also to establish 
an acceptable terminology for feature 
shoes that could be used universally. 

The author also strongly recommends 
that retail shoe fitters dealing with 
feature shoes be certified and licensed 
in some manner, thus giving them 
some technical designation above ordi- 
nary shoe fitters. 

The manual lists the names of all 
shoe manufacturing firms producing 
feature shoes. There is also a list of 
all the branded feature shoes, the manu- 
facturers, and types of shoes made. 
Another section deals with a brief de- 
scription of the standard or common 
features to be found in Feature Shoes. 

In addition, the manual contains in- 
teresting information dealing with 
children’s shoes, shoe constructions, 
walking, heel heights, shoe sizes, in- 
cluding tables; tips of shoe and foot 
care, and shoe wedging. These sections 
contain descriptive photographs. 

This is a book that every shoe man 
and foot doctor should own. The spon- 
sor-advertisers within the book are 
distributing 15,000 copies of the manual 
to shoe stores on their own lists. 

Those shoe men who do not receive 
a copy through these channels can ob- 
tain one at $1.50 a copy, by writing 
Charles A. Roberts & Son, Sherman, 
Tex. 
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Shoe Industry Engineering 
Subject of Research Report 


First in a series of Management Re- 
search Reports has been published by 
the New England Shoe and Leather 
Association and distributed to its 
membership. Titled “Research and En- 
gineering in the Shoe Industry,” the 
16-page booklet, approved by the asso- 
ciation’s Committee on Industrial Man- 
agement, contains a number of articles 
prepared by executives of the United 
Shoe Machinery Corporation. 

Future reports, it is stated in a 
foreword by association president A. 
W. Berkowitz, will contain “informa- 
tion and articles from other suppliers 
of machinery, services and materials, 
both in and out of the shoe industry, 
where we believe the product or ser- 
vice offered can contribute to better 
industrial management in our indus- 
try.” 

This first report contains an article 
by W. L. Abel, assistant director of 
research at the USMC Beverly plant, 
and another by G. R. Crowley, man- 
ager of the USMC Shoe Engineering 
Department in Boston. The former 
covers research and development op- 


erations. The latter explains in detail 
the scope of the work done by the 
Shoe Engineering Department and 
how manufacturers can profitably use 
department services. The report con- 
cludes with a list and description of 
major new machinery projects under 
way at the USMC Beverly plant with 
estimated completion dates. 


Danskin Fall Catalog 
Shows Dance-Wear Item 


NEw York—An attractively designed 
catalog for fall and winter, 1957-58, 
has been issued by Danskin, Inc. It 
covers the firm’s latest creations of 
leotards, tights, trunks and swimsuits. 

Bound in a plastic binder, the eight- 
page catalog includes swatches in color 
of the Danskin fabric. Handsome il- 
lustrations accompany catalog numbers 
and descriptions. A scaled chart indi- 
cates the colors in which each item is 
available. » 

Danskin manufactures a complete 
line of dancewear for men, women and 
children. 


Crestwood Plaza Center 
Features $2.5-Million Store 


[CONTINUED FROM PAGE 69] 


at the Crestwood Sears, Roebuck shoe 
department, managed by Bernard Scis- 
sors. Privately branded lines are car- 
ried. The department is equipped with 
piped-in music. 

Although not primarily a shoe out- 
let, the giant Woolworth’s store carries 
at present a large selection of low- 
priced canvas play shoes for men, wo- 
men and children. There is one fitting 
stool and chair. 

The Children’s Shop handles Step- 
master and Trimfoot brands for young- 
sters up to five years old, along with 
apparel and accessories. 

One shoe department and one shoe 
store are scheduled for fall opening. 
They are Boyd’s Specialty Store, a 
branch of downtown Boyd’s, and Pam’s 
Children’s Shoes, which already oper- 
ates in suburban Clayton. 

The new Crestwood Plaza Shopping 
Center is located on Highway 66 east 
of Sappington Road, in the heart of a 
broad section of residential subdivi- 
sions, 
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@ All shoes manufac- 
tured in our own 
modern plant 


WRITE FOR 
FREE CATALOG 
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FENTON GOBLE 

East WEYMouTH, Mass.—L. H. Bil- 
let has been named full-time sales 
manager of Edwin Clapp & Son, Inc., 
manufacturers of men’s high grade 
shoes. Prior to this promotion, an- 
nounced by Edwin Clapp Lincoln, pres- 
ident, Mr. Billet had been acting as 
part-time sales manager and was also 
covering the Southwestern territory 
which has now been divided. 

Fenton Goble, a new member of Mr. 
Billet’s sales staff, will travel Texas 
and New Mexico with the exception of 
Dallas, Tyler, Henderson, Kilgore and 
Longview. These cities will be the re- 


L. H. BILLET 


Salesmen Suppliers 

















CHRIS WAYNE 


ARTHUR GEBO 


sponsibility of Jack Selby, who covers 
the Gulf states. 

Arthur Gebo, another new salesman, 
will cover Oklahoma, Arkansas, Mis- 
souri and Kansas; and Chris Wayne 
has been named to represent the com- 
pany on the Pacific coast, taking the 
place vacated by the resignation of 
Leo Kaltenback. 

In announcing these additions to the 
staff, Mr. Lincoln noted that an up- 
ward trend in the company’s business 
has made it necessary to employ more 
men in order better to cover these 
territories. 





Independent Shoe Machinery Names St. Louis Aide 


NEw York—-George R. Fowler of St. 
Louis has been appointed resident sales 
and service representative to handle 
customer requirements in the St. Louis 
area, it was announced by Otto M. 
Springer, general manager of Inde- 
pendent Shoe Machinery Associates, 
here. 

George Fowler has had an extensive 
background both in shoe manufactur- 
ing and servicing shoe machinery. He 
spent 10 years in a_ supervisory 
capacity in St. Louis shoe factories, 
and for the last 20 years has been as- 
sociated with United Shoe Machinery 
as a service agent in Tennessee, Mis- 
souri and Illinois. 

The company, a division of J. M. 
Lehmann Company, Inc., recently an- 
nounced the addition of a heel seat fit- 
ting machine to its line. 

This machine will cut two types of 
tongues of different widths by means 
of a divided die and a new two part 
deformer for varied materials. The 
breast knives can be adjusted to a wide 
range of angles to give cuts in either 
a horizontal or vertical plane. 

The entire cycle is actuated when 
the operator depresses a single foot 
treadle. Both breast and side cuts are 
made in the shoe, and a clean breast 
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stroke is achieved by lightly clamping, 
not distorting, the sole. The full de- 
forming pressure is applied thereafter, 
and the tongue is formed. As the cycle 
is completed, the waste material is 
ejected by means of compressed air. 

There are many additional aids for 
the operator which ensure high quality 
production. These include automatic 
positioning devices such as a new type 
of support for the shoe and an indica- 
tor light to show correct positioning 
of the shoe against the shoe measuring 
gauge, the company said. 





Allied’s Brezner Division 
Presents ‘Wild Rice’ Leather 


Boston—“Wild Rice,” a new grain 
leather is being introduced by the 
Brezner division of Allied Kid Com- 
pany, here. The new leather in kips 
and extremes is said to be particularly 
suitable for women’s high-style, high- 
fashion shoes. 

“Wild Rice’ has won wide acclaim 
from shoe stylists and fashion editors,” 
said Jack Schwitzer, Brezner’s sales 
manager. “They’re really excited 
about it; not only because of its flair 
for interpreting the slim line, but also 
for its rich grain and suppleness. 









Delbert-Quinn Partnership 
Dissolves; Delbert Operates 


MARLBORO, Mass.—The partnership 
of Fernand Delbert and William G. 
Quinn, which operated the Quinn & 
Delbert Boot Manufacturing Company 
here, has been dissolved, according to 
Mr. Quinn. The company, however, 
will continue to operate under the man- 
agement of Mr. Delbert. 

Mr. Quinn announced that he has ac- 
quired control of the Ranger Boot & 
Shoe Manufacturing Company of Ter- 
rell, Tex., which he plans to move to 
Marlboro. Associated with him in the 
management of Ranger will be his son, 
Richard Quinn. 

The Quinn and Delbert Company was 
organized here in 1954. Prior to going 
into business with Mr. Delbert, Mr. 
Quinn had been superintendent of the 
John A. Frye Shoe Company, also in 
Marlboro. 





Kickerinos Plans Largest Ad 
Drive to Date for ‘Alaskans’ 


MILWAUKEE — The Kickerinos divi- 
sion of the Hampton Corporation an- 
nounced the most extensive advertising 
campaign in its history to promote its 
line of “Alaskans” over-the-stocking- 
bootees. 

While these winter boots have been 
consistently advertised during the past 
years, the Milwaukee firm has made 
arrangements to substantially increase 
the scope of the campaign pianned for 
fall of 1957. Plans at this time in- 
clude large space color ads consistently 
throughout the fall in magazines such 
as Vogue, Harper’s Bazaar and Seven- 
teen. 

In addition to this increased con- 
sumer advertising activity, the firm has 
also substantially augmented its range 
of dealer helps. 

According to Irving Gerber, vice- 
president of the Milwaukee firm the 
advance selling season so far this year 
on Alaskans has been the largest in 
the company’s history. 

The current Alaskans line has been 
substantially augmented by a number 
of new styles over the 1956 line. Many 
are based upon Continental themes. 





Ed White, Former President 
of Honeybugs, in Mining Field 

New York — Recent news in the 
financial section of newspapers of in- 
terest to the shoe trade is the appoint- 
ment of Ed White, former president of 
Honeybugs, as president of New Delhi 
Mines Limited. This company has un- 
covered important nickel deposits in 
the United States. 

Mr. White is generally credited in 
changing the women’s slipper industry 
from a short seasonal business into a 
12-month-a-year operation through 
promotions and styling. He is now 
engaged in developing the company’s 
uranium, manganese and nickel prop- 
erties throughout Canada and the 
United States. 









Sir ae” os oa 4 
k's"? xm 


Vitality and Winthrop Marbridge Building Showrooms Remodeled 


~ 


Left to right, above, in the Vitality showroom are Simon for the past 27 years. In the photo, right, are Harry 


Kushner of Julius Grossman Shoes; Alfred Kaletta, asso- 
ciate New York representative for Vitality Shoes; Charles 
Perpeet, women's shoe buyer at Julius Grossman Shoes 


and Maurice Weiss, New York representative for Vitality 


NEw YorK—The Vitality and Win- 
throp Shoe showrooms in the Marbridge 
Building here, were remodeled recently. 

For 27 years, the Vitality Shoe Com- 
pany showroom had been located in 
Room 912 at 47 West 34th Street. For 
that same number of years, Maurice A. 
Weiss has been the New York represen- 
tative for the line. 

Visuai shelves that show the shoes to 


advantage and make them immediately 
accessible, colorful draperies and mod- 
ern furniture—all were added to the 
new showroom. A _ reception room 
separates the women’s from the men’s 
showrooms. 

A few steps to the right is the 
masculine atmosphere of the Winthrop 
showroom. The simulated brick wall, 
plus a drapery arrangement, gives this 


Rohrer, left, New York representative for Winthrop Shoes; 
N. Goodman, owner of Jay Roberts, Inc. in White Plains, 
N. Y. and Bob Lee, right, president of Foot Lite Shoes in 


New York City. 


room an entirely different flavor. How- 
ever, lighting, air-conditioning and dis- 
play fixtures are also features here 
too. 

Harry A. Rohrer is the New York 
sales representative for the Winthrop 
Shoe Company. Mr. Weiss said he re- 
cently added Alfred Kaletta to his 
staff as associate and assistant. 





Plymouth Shoe Adds 
Blackstone and Frederickson 


MIDDLEBORO, Mass. — The Plymouth 
Shoe Company announced the appoint- 
ments of Franklin L. Blackstone and 
Herman Frederickson to company ter- 
ritories. 


Mr. Blackstone will represent the 


FRANK BLACKSTONE H. FREDERICKSON 


company in western Ohio, Indiana, 
Kentucky and part of West Virginia. 

Mr. Frederickson will represent it in 
Maine, New Hampshire, Vermont and 
western Massachusetts. 

Mr. Blackstone was previously as- 
sociated with the Nunn-Bush Shoe 
Company and the Freeman Shoe Cor- 
poration. For the past year and a half 
he traveled northwestern Ohio for the 
Peters division of the International 
Shoe Company. 

Mr. Frederickson’s experience, both 
in manufacturing and sales for the 
past three years, was with the Lever- 
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enz Shoe Company. He covered New 
England and eastern New York for 
that company. 

Both men will carry Plymouth and 
Pilgrim in-stock lines. 


Plastic and Shoe Firms 
Developing Shoe Materials 


MANCHESTER, N. H.—Development of 
new materials which may “revolution- 
ize” the manufacture of shoes has been 
announced here by a plastics firm, the 
Lamex Chemical Corporation, which 
started production in the former Inter- 
national Shoe Company plant off Queen 
City Avenue, less than a year ago, and 
is nearly tripling its number of em- 
ployes. 

The company started with 125 work- 
ers, has since added 100 and expects to 
put at least 100 more on the payroll 
before the end of this year, according 
to Joseph C. Foster, president of the 
concern. Lamex already occupies 175,- 
000 of the 550,000 square feet in the 
former International Shoe building. 

Lamex disclosed that the Evangeline 
Shoe Corporation here is cooperating in 
the production of new light-weight com- 
ponents which, it is believed, will add 
to the beauty of women’s shoes and 
outwear leather several times. 

Harold Goldberg, vice-president of 
Evangeline Shoe, said he hoped that 
Lamex would be able to supply light 
weight heels that will not break and 
top lifts that will “wear and wear.” 
He reported his company is currently 
testing samples. 


Goodyear Aids Education 


AKRON — Establishment of a new 
program of aid-to-education with 
scholarships, fellowships and grants, 
payable during the 1957-1958 school 
year, totaling $170,000 to the nation’s 
universities, colleges and technological 
institutions was announced by E. J. 
Thomas, president of The Goodyear 
Tire & Rubber Company and of Good- 
year Foundation, Inc. 

The educational program was adopted 
recently by the trustees of Goodyear 
Foundation, Inc., a non-profit charita- 
ble institution organized in 1945. First 
phase of the four-point program con- 
sists of scholarships with accompany- 
ing grants-in-aid to the participating 
schools. 


Factory Executive Is 
Transferred by International 


St. Louis—Bert Long, assistant su- 
perintendent of the International Shoe 
Company stitchdown plant at Fulton, 
Mo., has been transferred to the same 
position at the Fulton prewelt plant. 
There was formerly no assistant super- 
intendent at the prewelt plant, accord- 
ing to R. E. King, general superinten- 
dent of the juvenile manufacturing di- 
vision. 

A native Missourian, Mr. Long was 
named to the stitchdown plant post in 
1951. He started with International in 
1912 at DeSoto in the cutting depart- 
ment. Mr. Long served in the United 
States Navy in World Wars I and II. 
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Two Join John R. Evans & Company Board 





THOMAS R. HICKEY 


CAMDEN, N. J.—At the annual meet- 
ing of John R. Evans & Company of 
Camden, N. J., T. R. Hickey and Paul 
B. Kurtz were elected to the board of 
directors. Mr. Hickey is assistant sales 
manager. Paul Kurtz, formerly as- 
sistant raw stock buyer, is now plan- 
ning coordinator for the entire tannery 
operation. 

Re-elected were: R. Gwynne Stout, 
chairman of the board; William F. 
Hickey, president; Thomas L. Naugh- 
ton, vice-president; James C. Rogers, 
treasurer; Winfield S. Wilson, secre- 





PAUL B. KURTZ 


tary; and Wills T. Engle, Andrew L. 
Van Derslice and F. Sturgis Stout, 
directors. 

Mr. Stout reported on improvements 
in products and mechanical and main- 
tenance operations. He said long-range 
plans for complete modernization of 
equipment and layout are being worked 
out. 

The sales department was said to be 
placing greater emphasis on the de- 
velopment of new textures, finishes and 
colors in Evans Leathers. 


A. C. Lawrence Adds Two 
Quality Specialty Leathers 


Preasopy, Mass.—Two specialty items 
have been added this season to the line 
of quality leathers made by the A. C. 
Lawrence Leather Company here. 

One is a sole leather which is white 
all the way through and which is de- 
signed for use on shoes with white 
accents. Either on men’s or women’s 
shoes, it is said, this sole adds much 
to the spectator look and it also can be 
used effectively as an accent with 
pastels and pale neutrals. 

The other, an upper leather known as 
Ranchide, is designed for use in shoes 
with open-work embroidery in all-over 
or medallion designed vamps. It is 
a soft textured leather easily cleaned 
with soap and water. 





Shopmaker With Miller Shoe 


St. Louris — Joseph Shopmaker, 
buyer for the Casualet division of Edi- 
son Brothers Stores, Inc., will join the 
Miller Shoe Company, Dover, Mass., 
manufacturers of teenage casuals 
and flats, as of September 1. 

Miller Shoe Company is a family 
enterprise of Mr. Shopmaker’s wife, 
who was the former Roselle Miller. 
Mr. Shopmaker will be stylist and 
sales representative for the company. 
He has been associated with Edison 
Brothers for the past 27 years. 








MIDWEST SHOE MARKET 


AUGUST 11-14 @ MORRISON HOTEL @ CHICAGO 
— FREE COFFEE AND ROLLS SUNDAY MORNING — 


One of America’s Finest Resources for 


* SAMPLES - 





— DOOR PRIZES TO RETAILERS — 
COCKTAIL PARTY & BUFFET DINNER SUNDAY, AUGUST 11 
MIDWEST SHOE TRAVELERS’ ASSOCIATION 
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Branded Shoes- first quality 
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Two Goodyear Tire & Rubber Assignments 


WILLIAM H. KRAMER 


Akron—Appointment of William H. 
Kramer as field representative for The 
Goodyear Tire & Rubber Company 
Sales Division-Foam Products, has 
been announced here by J. B. Emack, 
Jr., manager, field sales. 

Formerly special furniture repre- 
sentative for the division, with head- 
quarters in Akron, Mr. Kramer now 
will provide sales and service assistance 
to Merryweather Foam Latex Com- 
pany, Goodyear foam products distribu- 
tor for Ohio and bordering counties in 


PARADE 


MAJORETTES 


STYLE 7611... 


STYLE 6611... Misses’ 
Sizes 12% thru 3 
**B' & ‘'D’’ widths 


in white, with tassels of any 
school color or combination. 


Made by folks who know fine bootmaking 


ACME BOOT COMPANY, Inc. 


Clarksville, Tennessee 


Sizes 3% thru 10 
“A & 'C"’ widths 


Sizes 
“Dp” 


Illustrated Catalog 


C. M. SHARPLES 


Pennsylvania, West Virginia, Kentucky 
and Indiana. He will continue to 
operate from Akron division offices. 

C. M. Sharples, special shoe repre- 
sentative for the Foam Products Divi- 
sion here, has been assigned additional 
duties in conjunction with the division’s 
field manager’s office in Akron. 

While continuing his function as 
special shoe representative, Mr. 
Sharples also will assist in coordinat- 
ing general sales of that office with 
Airfoam distributors and the field or- 
ganization. 


John R. Evans Presents 
A Blacker Black Suede 


Boston—John R. Evans & Company 
announced it is introducing “Black 
Knight,” which it calls a blacker black 
suede with a lush, velvety nap and fine 
hand. 

The leather is the work of William 
N. Wacker, an experienced tanner, 
who, the company said, had never 
worked on suede before. Mr. Wacker’s 
process is said to standardize colors, 
so that skins come through without 
variation, and also to contribute to the 
smoothness of the nap. 

The Evans Company calls the proc- 
ess, Impregnatizing, so that the Black 
Knight Suede trademark includes the 
word, “Impregnatized.” 

The company also announced a new 
development it referred to as Process 
#8, which imparts a silken, satiny 
sheen to Ruby (Black) Kid and Peer- 
less Kid. The process is said to make 
the grain of the leather compact and 
tight. The company says shoes made 
of Process #8 Kidskins require little 
handling or finishing in the treeing or 
dressing rooms. 

Evans reported it has developed 
“Limited Edition” colors in glazed Kid 
and Glacé Brogandi in fine texture. 
These are off-beat tones of brighter 
colors and include Aqua, Regatta 
Blue, Oriental Poppy, Sunskirt Gold, 
Yellow Chalk, Suntan and Neuter. 








Growing girls’ 


Priced at $4.75 


Priced at $3.55 
Children’s 

82 thru 12 

width 

Priced at $3.55 


Infants’ 

Sizes 4 thru 
8-"'D'' width. 
Priced at $2.95 


shank. 


on request 





MORE Selling Features for Your Money! 


CUSHIONED COMFORT! 
FOOT KING® 


cca 


Goodyear 
Welts 


NATIONALLY 
ADVERTISED 


Yes, MORE Cushion Features that sell shoes! 


Soft leather wrapped, 
Foam rubber metatarsal pad. Leather COOKIE at instep. 
Lifetime counter—"old shoe" 


Nylon fitting. © Decay and Odor resistant drill linings. 
“English Kip'' type leather quarter linings. 
Genuine Kip upper leather. No. | Oak 


FOOT KINGS MAKE YOUR FEET FEEL GOOD! 
Men's Black KIP Overlay vamp 3799860, Price $6.60 net. 
Men's Brown KIP Overlay vamp 399861, Price $6.60 net. 
Men's Brown KIP straight tip 399863, Price $6.60 net. 
Men's Black KIP straight tip 3799864, Price $6.60 net. 
Men's Black KIP plain toe, Full Midsole, #99866, Price $6.60 net. 
Men's Brown KIP plain toe, Full Midsole, 299867, Price $6.60 net. 


IF VALUE BUILDS BUSINESS 
YOU CAN BUILD ON FOOT KING! 


A. S. KREIDER & SON CO. dept. 81 PALMYRA, PA. 


ushion 
res 
In Stock 


Men's, Only 
$6.60 net 


thick foam rubber cushion insole. 


comfort from the start. Steel 


end leather soles. 
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YOU CAN DEPEND ON 4 yi tant ATHLETIC FOOTWEAR 


Top Quality Littleway 





Lively Stepper 


* Top quality 
White Elk 

¢ Gothalite 
Wear-Rite 
Leather 
Shade Sole 


* Regulation 
10/8 Majorette 
Heel 


GIRLS 4/9 


$5.60 





Style No. 6020 


MAJORETTE BOOT 





yr 
O 





MISSES 12/3 


$5.00 





INFANT 


SIZES 4/8 $3 25 


2/10 net 30 F.O.B. Binghamton, N. Y., 


Manufacturers of 


BOWLING « ICE SKATE OUTFITS « 
BOXING SHOES + 








GOTHAM SHOE MFG. CO., Inc. 





GOODYEAR STITCHED—STYLE NO. 809 


CHILDREN 

SIZES 8/2/12 
less than 6 pr. 50¢ per pr. extra 
Write for samples and catalog. (Samples must be retained.) 


BASKETBALL - 
ROLLER SKATE OUTFITS 







Binghamton, N. Y, 


$3360 


BASEBALL 
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OVERHEAD : 


CAN FOOL YOU . 





Vhs total ‘ilteih. -NOT the kind 

of sales determines the overhead 
expense or COST 

OF DOING BUSINESS. 


sells large quantities of 

quality branded shoes and meets 
competition nationally. Weil 
offers better values and 

wider selections, which has 

resulted in consistent leadership 
.. satisfied customers... 

for over 25 years. We invite 

inquiries by mail, wire, phone. 


shoe company 


1215 Washifigton Ave., St. Louis 3, Mo. 
CE. 1-4898 


“WHILE IN TOWN SEE 


CE. 1-3762 
WEIL” Quality Shoes Since ‘32 











Vulean Corporation Appoints 
St. Louis Plant Manager 


St. Louts—Officials of Vulcan Cor- 
poration announced the appointment of 
W. E. Nichols as manager of its St. 
Louis last plant. He succeeds M. P. 
Zent, who resigned. 

Mr. Nichols has been a Vulcan em- 









W. E. NICHOLS 
ploye for 35 years. He started his 
career in Vulcan’s Portsmouth, O., fac- 
tory as a turning lathe operator. He 
was transferred to St. Louis where he 
served as head of the turning depart- 
ment and in other manufacturing 


units. He later became a model maker 
and in 1949 became a sales representa- 
tive. 

Mr. Nichols will continue to serve 
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the accounts that he has developed as 
a sales representative, the company 
said. His brother, Lawrence Nichols, 
will assist him as plant superintendent. 
Lawrence Nichols spent 30 years in 
the St. Louis area in various super- 
visory capacities and also is well ac- 
quainted with the type of lasts required 
by each of the shoe manufacturers in 
that territory. 


Le Mar Shoes Appoints Two 


HAVERHILL, Mass.—A. H. Plotkin, of 
Le Mar Shoes, Inc., here, announced 
the appointment of two new sales rep- 
resentatives. 

Ronald Katz, of East Paterson, 
N. J., will travel the eastern section 
of the country. Mr. Katz was most 
recently associated with Palizzio, New 
York. Al H. Singer, of Bay City, Mich. 
will cover the Midwest. Mr. Singer 
was formerly a part of his father’s 
firm—Allan’s of Bay City. 

Le Mar Shoes, Inc., are manufac- 
turers of women’s fashion footwear in 
the $12.95 to $16.95 bracket. 





Probst Heads Operations 
At Brown, Innersole Makers 


BERLIN, N. H.— The Brown Com- 
pany, manufacturer of shoe innersoles 
and other products, has named T. 
Richard Probst as vice-president in 
charge of operations, it has been an- 











nounced by A. E. H. Fair, president of 
the firm. 
Mr. Probst has been vice-president 
and manager of the mills of the East- 
ern Corporation in Bangor, Me., since 
1954, and was previously associated 
with industrial concerns in Wisconsin, 
Massachusetts, Oregon and Maine. 
Mr. Probst will make his home and 



















T. RICHARD PROBST 


headquarters in Berlin, where his new 
duties will include direction of person- 
nel matters in the extensive plants of 
the Brown Company. 

Mr. Fair also announced that the 
company has been admitted to trading 
and has been listed on the Montreal 
Stock Exchange. Brown has plants in 
Berlin, Gorham and North Stratford, 
in this area, and in Corvallis, Ore. 
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Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources alway 
at action prices 
THE NATIL 


BARIS  tinciics 


79-81 READE ST., N.Y.7-; 





BOX HANDLERS 





LONG ARM* 


Isn't 
This Way 


Better? 


Long Arms reach the shoes on the high shelves 
before you can go for a ladder or stool. 

No climbing, no falls. Long Arms with handles 
24", 36", 48", 60". $3.50. With 72" handles, 
$4.50 postpaid in U. S. A. Satisfaction guar- 
anteed. Specify handle length desired and if 
for men's or women's boxes. Your jobber or 


CARL BEEMAN 
Ceder Heights Road Stamford, Conn. 





JOBS 





For Over 41 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands 
Largest Stocks All Price Ranges 


>| 
MOSINGER-COHN 


Lowest Prices 














Strutwear, Hosiery Firm Puts Men in New Territories 


MINNEAPOLIS, MINN. — In line with 
their intensive expansion program, 
Strutwear Inc., here is opening new 
sales territories. According to an an- 
nouncement by K. B. Lawrence, sales 
manager, four new salesmen have re- 
cently been engaged. 

Robert Bough will headquarter at 
Columbus, Ga., handling Strutwear 
stockings, lingerie, blouses and 
sweaters in Florida, Georgia, and 
Alabama. Mr. Bough formerly sold im- 
ported blouses for Hirschberg, Schut 
& Company, Importers. 

George Threadgill will headquarter 
iu Milan, Tenn., handling all Strutwear 
lines in Tennessee, Mississippi 
Louisiana, and Arkansas. Mr. Thread- 
gill came to Strutwear from Shaleen 
Hosiery, where he was a member of 
the sales staff for 12 years. 

Jerry Appel will headquarter in 
Manhattan, carrying all Strutwear 
lines in greater New York, Long Is- 
land, and Westchester. Mr. Appel 
joined Strutwear from Nomotta Yarns. 

Howard Teel will headquarter at 
Buffalo, N. Y., handling Strutwear 
lines in western New York and western 
Pennsylvania. Mr. Teel was formerly 
with Roxanne Swimsuits. 

Robert Dahlman, formerly with Ser- 
bin Sportswear of Miami, will head- 
quarter in Minneapolis, handling 
Strutwear sales in the Twin Cities, 
Kansas City, and St. Louis. He will 
replace Warren Berg, who recently re- 
signed. 

Strutwear is now shipping a new 
self-gartering over-the-knee stretch 
stocking, according to an announce- 
ment by Mr. Lawrence. 

The full-fashioned stocking is said 


to be the only over-the-knee stocking 
made with a knitting process using 
parallel twin threads of seven-denier 
stretch nylon. It will retail for $1.95, 
and wholesale at $13.50 per dozen, Mr. 
Lawrence said. 


Armstrong Cork Names 
Six New Representatives 


LANCASTER, PA.—Six new sales rep- 
resentatives of Armstrong Cork Com- 
pany’s Industrial division have been 
assigned to district offices on comple- 
tion of their training, W. B. Tucker, 
division general sales manager, an- 
nounced. 

William P. Brinton, Jr., has been as- 
signed to the Chicago office; Richard 
L. Forrester to Detroit; John S. Geb- 
bie to Greenville, S. C.; Donald J. 
Kolb and Thomas B. Porter to New 
York City, and Donald H. Saum to St. 
Louis. 

A seventh man, William W. Downs, 
has been named to work on a technical 
project in Textile Products Sales at 
Lancaster, home office for the Com- 
pany. 

Sales representatives for the Arm- 
strong Industrial division are respon- 
sible for the sale of gasketing and 
friction materials, shoe products, tex- 
tile mill supplies, and other industrial 
specialities used in the manufacture of 
finished products. 


Brand Shoe Company Moves 


NEW YorK — Brand Shoe Company, 
wholesalers, announced the removal of 
their offices to their own building at 149 
Duane Street here. 





Introducer of Jet Boots Gets Millionth Pair 


The millionth pair of Frye Jet Boots is presented above to Comdr. D. Adams Frost, 
U. S. Navy, Ret., who introduced Jet, also known as Half-Wellington Boots. The 
presentation was made in Seattie, Wash., where Commander Frost resides. Making 
the presentation on behalf of the John A. Frye Shoe Company is the firm's North- 
west representative, Chester Lageson, right. Commander Frost is being compli- 
mented in the photo by L. F. Nudelman, center, a prominent Seattle retailer. 
Commander Frost, emulating the late Duke of Kent, introduced Wellington Boots 
in this country and a chance meeting with John A. Frye in 1938 resulted in 
production of the Jet Boots. 
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SALESMAN WANTED 
WISCONSIN AND MINNESOTA 


To carry Wholesaler's Line Ladies 
Novelty Shoes. Stock carried in Chicago. 


pe A te Box a3 BOOT & SHOE RECORDER 
nut & 56th Streets, Philadelphia 39, Pa. 








Contact Latter at 


TOP SALES EXECUTIVE TO SELL LARGE VOLUME ACCOUNTS 
AMONG LEADING CHAIN AND JOBBERS ACROSS THE COUNTRY. 


Contact P. E. Medwed at the Waldorf Astoria during the Leather Show or 


179 Lincoln Street, Boston—Phone Liberty 2-0230, or Skowhegan, Maine 


























EXCELLENT OPPORTUNITY, CHIL 

DREN’S MANUFACTURER with large 
In-Stock Department, Popular Priced Shoes. 
Pennsylvania, Ohio, Indiana, and several South- 
ern territories available. Reply to Box 32, Boot 
and Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





LONG ESTABLISHED VOLUME MANU- 
FACTURER has Nieuing a available: 





SHOE SALESMAN 


Wanted by Manufacturer 


Of Nationally advertised fine line of baby soft 
soles, first steps and walkers. Includes strong 
Spring and Summer sellers. Ideal sideline. 
Attractive commission. Reply with references. 
Reply to Box 942 BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 








OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low priced Juvenile Footwear. 
All open territories are well established. 
6% commission, plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 

SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Prat? St., Baltimere 1, Md. 














New York State (New York C luded), 
Pennsylvania, North Carolina, South Carolina, 
Florida, Georgia, Ohio, Indiana, and Minnesota. 
Complete Line of Children’s Shoes in Bonwelt 
and Cement construction. i ” in-stock depart- 
ment. Liberal Commissions eply to Box 33, 
Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





STITCH ROOM SERVICE 








PLAYSHOE MANUFACTURERS 
WHO HAVE LARGE STITCHING 
CAPACITY INTERESTED IN DO- 
ING OUTSIDE WORK. CAN KEEP 
YOU BUSY ALL YEAR. PLEASE 
CONTACT 


Box #37, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 38, Pa. 























SALESMEN: BETTER STORES FOLLOW- 

ING, to sell Men’s Quality Leisure and Cas- 
ual Shoes. Rare opportunity, due to expansion; 
no competition, State your territory and Line 
Replies confidential. SALES MANAGER, 4724 
Ledge Avenue, North Hollywood, Cal. 





XCLUSIVE OR SIDE LINE SALESMEN 

for National Distributors Line of Men’s and 
Boys’ Dress and Work Shoes. Several terri- 
tories open. BRILLIANT BROTHERS CO., 
190 Lincoln Street, Boston, Mass. 























FOR SALE SIDELINE SALESMAN WTD. 
FAST AND EASY SELLING SIDELINE 
FAMILY SHOE STORE FOR SALE $2.98 Slippers for Men, Women and Children. 


Central New Mexico town, 25,000 pop- 
ulation; trade territory 8,000 volume, 
large potential. Completely modern set- 
up, new stock, Unit control. Store re- 
ceived several write-ups in 56/57 trade 
journals. For sale also owner's modern 
home. Owner has other interests in 
State. Only serious inquiries requested. 


Reply to Box 39, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa 














-RAY MACHINE, SIMPLEX, late model 
with Timer. Used very little. Make offer. 
SENFT’S SHOES, Spring Grove, Pa. 








All territory open except New York, Virginias 
and Detroit. Also beautiful line of $1.98 and 
$2.98 Casuals for Spring. Reply to Box 38, 
Boot and Shoe Recorder, Chestnut & 56th Sts., 
Philadelphia 39, Penna. 


SMART. LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size sam- 
ples. Manufacturer offers highest commission. 
Reply to Box 556, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 











MERCHANTS’ NEEDS 


NEW. 2 PREMIUM, FOR yOLDER CHIL- 

DR A"2 released. e for details. 
BLOCH PAN COMPANY, 110 “Euclid Build. 
ing, Cleveland, Ohio. 








CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 


20¢ a word 
Minimum (18 words) . .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 

$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 


Classified Advertising 
is payable ia advance 








Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


ORDER BLANK 
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Please check if box No. is Wanted [7] 


Enclosed is Check 0 
Money Order 1 
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FOR SALE 


OR SALE: FAMILY SHOE STORE IN 

ST. AUGUSTINE on the East Coast of 
Florida. Well established business, good loca- 
tion, good volume in Medium and High Grade 
name brands. Wonderful opportunity to come 
South and enjoy the fastest growing State in 
the U. S. A. Owner anxious to retire on ac- 
count of age. Reply to: A. E. PILGRIM, P. O. 
Box 996, St, Augustine, Florida. 





HILDREN’S SHOE STORE, West Los 

Angeles, California. Good opportunity, still 
growing; Excellent shopping center; clean stock; 
finest lines. Five year tollowing. Okay for 
family store. Reply to Box 36, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadel- 
phia 39, Penna 


OR SALE: IN CENTRAL CONNECTICUT 

CITY Women’s Shoe Store, better grades. 
Children’s shoes can be added. Excellent room 
in 100% location. A fine opportunity for big 
sales. Reply to Box 29, Boot and Shoe Recorder, 
Chestnut & 56th Streets, Philadelphia 39, Penna. 


OR SALE: FAMILY SHOE STORE; Vol- 

ume around $50,000. Located South Jersey. 
Reasonable. Reply to Box 34, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 


AMILY SHOE STORE, ESTABLISHED 

45 YEARS, same location Maryland's East- 
ern Shore. All branded Lines, low rental; 100% 
location; Lease available. Will sell at Inven 
tory. Owner has other business interests. Le- 
COMPTE’S SHOE SHOP, 25 Race Street, 
Cambridge, Maryland. 





FOR RENT 


FOR RENT: STORE ROOM, THIRTEEN 

BY EIGHTY FEET in hundred percent block 
in Berwick, Pennsylvania. Ideal location for 
popular price or self service shoe store. New, 
modern front. Heat furnished. Rent $150.01) 
per month. Contact: A. W. BERMAN, 80 
Alexander Street, Wilkes-Barre, Pa. 








MANAGER WANTED 


ANAGERS: LEADING NATIONAL 

SHOE RETAILER has immediate open- 
ings for qualified Managers. Good opportunity 
for advancement. Excellent Salary and Bonus. 
Write, stating full details of experience to Box 
35, Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





Gardiner Launches New 
Styl-Eez Shoe Corporation 


GARDINER, Me.—At a meeting of its 
board of directors the Gardiner Shoe 
Company, Inc., announced the forma- 
tion of a new wholly owned subsidiary 
company to be called the Styl-Eez 
Shoe Corporation. The new company 
has recently acquired the Styl-Eez 
name, lasts, dies and equipment from 
the Selby Shoe Company of Ports- 
mouth, O. The Gardiner Shoe Com- 
pany officers and directors hold the 
same positions in the new Styl-Eez 
Shoe Corporation. They are George I. 
Shapiro, president; J. Maynard Cash- 
man, vice-president; Joseph Rubin, 
treasurer, and Richard H. Rubin, 
clerk. 

S. Shimer Aronson was appointed 
vice-president and sales manager of 
Styl-Eez. Mr. Aronson is well known 
throughout the shoe industry. He has 
been in sales and sales management 


90 


positions for the last 30 years. In ad- 
dition to his new duties he will con- 
tinue in his present position as sales 
manager for Air-Tred Shoes Corpora- 
tion of Auburn, Me. 

The new Styl-Eez Shoe Corporation 
will manufacture in Auburn, Me., the 
same kind of styles, construction and 
quality shoes, as produced by Selby. 
To assure the maintenance of highest 
standards, the Styl-Eez Shoe Corpo- 
ration has engaged the services of for- 
mer Selby key persons including John 
Petrocy, superintendent of all Selby 
Lines; Joe Donohoe, a Selby employee 
with more than 30 years’ experience 
in office and administrative procedures 
as Styl-Eez manager; and _ Lillian 
Jackson, who has been assistant to all 
former Style-Eez line managers at 
Selby, as assistant to Mr. Donohoe. 

Former Selby salesmen who are now 
carrying the new Styl-Eez line are 
George Stein, Wallace Ritter, Thomas 
Reilly, Neal Thompson, and Sol Marsh. 
In addition Melvin O. Aronson has 
been assigned the New England terri- 
tory. For the present Shimer Aronson 
personally will call upon Styl-Eez 
dealers in Chicago, St. Louis, and some 
of the larger cities in the Midwest. 
Additional salesmen will be added to 
provide complete territory coverage 
for the Styl-Eez line from coast to 
coast. 

Mr. Shapiro said the new organiza- 
tion, built around a core of former 
Selby personnel, assures all former 
Selby Styl-Eez dealers that the high 
standards of quality long associated 
with Styl-Eez shoes will be main- 
tained and improved and that strong 
in-stock service will be provided. 


New Clarksville Warehouse 
Marks Acme Boot Expansion 


CLARKSVILLE, TENN.—Continuing its 
expansion program, Acme has recently 
completed construction of a new mod- 
ern warehouse in Clarksville. Meeting 
the needs for continual growth, the 
new structure contains enough space 


The wash drawing above shows the per- 
spective of Acme Boot's new warehouse. 


to store 365,000 pairs of boots. The ad- 
ditional space enables Acme to put 
aside certain areas within the present 
warehouse for manufacturing needs. 





WANTED TO PURCHASE 








TOPPS PAYS THE TOPS 


We retail our shoes and can pay top 
dollar for men’s, women’s and chil- 
dren's shoes. Complete shoe stores con- 
sidered. . 

TOPPS SHOE STORE 


4112 BERGENLINE AVE. 
UNION CITY, N. J. UNion 3-6413 














MERCHANTS’ NEEDS 








ike (ae 


OR VOUR 


NEWSPAPER ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 
An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 
342 Madison Ave. 
New York City 











This added area will mean a 15 per 
cent increase in the total production 
output of the Clarksville plant. 

The new warehouse is an additional 
terminal point for all four of the Acme 
factories: Clarksville, Ashland City, 
Cookeville and the newest factory of 
the four at Springfield, Tenn. The new 
warehouse will be used for finished 
boots of the four Acme lines: Cowboy 
Boots, Wellingtons, Engineers and 
Parade Majorettes, and will permit bet- 
ter service and more prompt deliveries 
for Acme dealers. 


Now Making Thin Slabs 
Of Foam Rubber 


WAYNESVILLE, N. C.—An improved 
manufacturing process developed by 
the Dayton Rubber Co. has produced 
a foam slab material which can be split 
to thicknesses of one-eighth of an inch. 
This material can be used for shoe 
innersoles, ironing board covers, pow- 
der puffs, quilts and a wide variety 
of other items requiring a foam with 
exceptionally fine cell structure, the 
company says. 
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OH DOCTOR! OH DOCTOR! 


Come over quick! 
My slow moving 


pie : a SURPLUS SHOES Any quantity. . any time. Weil 
CANCELLATIONS buys for cash... quality shoes, 


complete stores, closeouts or 
BETTER COMPLETE STORES surplus from manufacturer or 
CALL “UNCLE” Write or wire for fast ac- retailer. For quick actionwrite, 
i ec. lit "Ss, i r phone i diately. 
LOUIS NN and children’s pe oem bis ae peanimicsanmate 
M. K. Weil Shoe Co. 


A fe! FOR OVER 41 YEARS 1215 Washington Avenue 
St. Louis 3, Mo. 


Cari aaa me MOSINGER-COHN ca 


formerly with S. CAMITTA & SONS 1235 Washington, St. Louis 3, Mo “While in Town See Weil” 






































WE PAY MORE i . WE ARE RETAILERS 
ecause 


WE BUY MEN'S, WOMEN’S AND CHILDREN'S BRANDED SHOES ap 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT | 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 

Max L. Meltzer, Pres. Ivanhoe 1-9830 

B. & R. PAYS THE LIMIT | | 22.2223: 02" 
bd bd YOUR NAME & BRANDS PROTECTED. 


CLOSE OUTS LEASES ASSUMED FOR OPERATION 


WE BUY COMPLETE SHOE STOCKS Cc NOTHING TOO LARGE OR TOO SMALL 
LEASES ASSUMED A || George J. Arronson Associates 
ee YOUR NAME PROTECTED § “oan. 


collect 


B. & R. SHOE CORP. H a 20a il 
74 READE STREET 


Ben LaMonica 
work 24380 © nape vege WE BUY 
Your BRANDED 


CASH PAID FOR MORRIS BAYROFF and DISCONTINUED 


SHOE STORES formerly with M & R Shoe Co. SURPLUS STOCK 


CLOSE OUTS, JOB LOTS IS NOW LOCATED AT 
SHORT LEASES ASSUMED 122 DUANE ST., N.Y.C. } 
Telephone REctor 2-4171 Write or Phone 


B. SABIN Highest Prices Paid for WAlnut 5-2062 
101 DUANE ST. NEW YORK 7, N. Y. Complete Stores & Closeouts 


Telephone WOrth 2-2515 Leases Assumed CAMITTA SHOE CO. 


120 No. 4th St. Phila. 6, Pa. 
TOP DOLLAR!) MY HOBBY 


FOR YOUR ODDS AND ENDS, CLOSEOUT: ee ee ee 
' $s 
OR COMPLETE STOCKS CASH TOP PRICES 


EDDY SHOE COMPANY for 
ALWAYS RELIABLE HARRY HESS closeouts 
132 No. 4th St. Phila. 6, Pa. 76 Reade Street New York 7, N. Y. e 
Phone: WA 5-9533—WA 5-9927 Telephone: WOrth 2-89%! Beekman 3-767! ° surplus 


e discontinued 


CMMEABAR\S BUYS for CASHZZZWy“ er - 
¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, * BE 3-7290 
146 DUANE S$T., N. ¥.C. 










































































For Discontinued Stocks 
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Uda 


Quick decision on your offers of discontinued and 
8 A R | S$ surplus men's, women's and children's shoes. 
fendi -wiiteeeeateh, whined Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. + New York 7, N.Y. * Tel: WOrth 2-5180 
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HUSSCO SHOE €0., 1328 Broadway, New York 1 


Factories: Honesdale, Pa. In Canada: Canada West Shoe Co., Winnipeg 





Herbst Shoe Manufacturing 
Building Lomira Plant Annex 


LomirA, Wis. — Construction work 
has begun on an addition to the Herbst 
Shoe Manufacturing Company building 
which was erected here a year ago. 





Association President Marks 


50 Years in Leather Field 


William Erhart, Erhart-Petersen Leather 
Company, is president of the St. Louis 


District Shoe Trades Association. This 
yeor he is celebrating his fiftieth year 
in the leather business. 


Plans call for limited use of the addi- 
tion by next spring. 

According to John F. Herbst, the 
blueprints call for a doubling of the 
present floor space. When complete, 
the new structure will double the 
facilities and bring the total plant 
dimensions to 22,000 square feet, all on 
one floor. 

The Lomira plant will produce the 
same types of Child Life Shoes put 
out by the parent factory in Mil- 
waukee, says John F. Herbst. “Our 
new facilities here are merely an ex- 
tension of our Milwaukee plant, and 
will provide us with the added pro- 
duction we need to meet the demand 
for our output.” 


Ripple Sole Expands 


DETROIT — Morton Hack, vice-presi- 
dent of the Ripple Sole Corporation, 
is completing license arrangements 
with French and Italian firms for 
rights to the patents and trademarks 
covering the new Hack Ripple Sole, the 
company reported. He will also negoti- 
ate with British firms. 

Before leaving for Europe, Mr. Hack 
completed negotiations for the manu- 
facture of the sole in Australia by 
P. W. R. H. Johnston of Melbourne. 


Laurie Promoting ‘Supersole’ 


NEw YorK — John N. Laurie was 
placed in charge of promotion and sales 
of “Supersole,” it was announced here 
by George L. Sanderson, sales mana- 
ger for the Virginia Oak Tannery 
Sales Corporation. 





Wellco Shoe Corporation 
Employs Chemical Specialist 


Rolf Kaufman has been appointed an 
assistant vice-president of the Wellco 
Shoe Corporation, Waynesville, N. C. He 
holds a chemical engineering degree 
from North Cerclina State College. 








Quality Made For 
LARGE VOLUME OUTLETS 


e BABY SHOES 








Aa 


As TIP-TOE MOCS 
Genuine leather, hand lasted, full 
leather innersole, leather outersole. 
Colors: White, Blue, Pink 
Sizes: 0 te 5— whole and half sizes 
Packed: Solid size — 36 pair cases << 


WRITE FOR FREE CATALOG 


BARRY MFG. CO. INC. 
8 SUMMER ST., LYNN, MASS. 


net 
f.0.b. 
factory 


$700 


~\ Py < 4 








IMPORTANT NOTICE TO SUBSCRIBERS 
Changes of address require four weeks’ notice. 
Notify your Postmaster and BOOT AND SHOE 
RECORDER Circulation Department at the earliest 


possible moment. 


When ordering change, please 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


into effect with a minimum of delay. 


INCLUDE IM- - 
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Goodyear 


INSOLE RIB 


Attaching Machine 


gives accurate 
three-margin control 
at low cost 


United’s improved insole rib attaching machine — the Model 
B-—has a three-position edge gauge that makes possible the 
accurate rib location needed for good shoemaking. Adjustable 
stops furnish selective but positive edge gauge locations for 
specified margin dimensions. 


This new model will give you higher production at lower 
cost. A reel holding 400 yards of preformed rib minimizes the 
time spent by the operator in handling materials. Other im- 
provements and simplifications reduce maintenance expense 
and permit you to produce inexpensive, flexible insoles with 
accurate margins and solidly attached ribs. 


Call your G/€ representative for more detailed information 
that will help you lower the cost of your welt insoles. 


(BAT UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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that 


new sheer 


look 


in leather 


af 
e-¢ 
WORLD'S LARGEST TANNERS 
~~ LEATHER 


diamond pattern 


another Colonial exclusive in: 
BLACK BRONZE GUNMETAL COPPER 


&) Colonial Tanning Co., Inc., Boston 11, Massachusetts 





The American Family Is Grading Up and The Accent’s On Quality Boys’ Shoes 





Jet Propelled Selling Action... 


in These 2 Great Li 


nes 
These two lines sell faster because they are styled faster, the way — rH 
modern boys like them. Honestly made by boys’ shoe specialists 
with a 38 year reputation for building value shoes, Gerberichs G 
and Gee Pees build the kind of satisfaction with youngsters and 
parents that spells repeat sales. 
—— 





They're nationally advertised in Boys’ Life and Parents’ Magazine. 


SELL YOUTHS 8'/2—12-3 @ 
aca lg ee (44-14 
q BIG BOYS 6'/2-11 


IN STOCK TO GERBERICH DEALERS 











GERBERICH 


THE FINEST NAME IN BOYS’ SHOES 


NEW YORK LOS ANGELES PHILADELPHIA IN CANADA 





